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Take the Offensive 
In Merchandising Wood 
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WOOD PROMOTION 
EXPENDITURES ° 
New NLMA Program 
Brand Name Producers 
Regional « Specie Progsams 
Other Associations «| 


Total for Year 1 97804 . 
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MILLIONS to Sell 





Portrait entrance set, 
5%,” square escutch- 
eon (8” high if 
mounted Diamond) 
5” backset 


Dexlock with No. 28 
Diamond escutcheon 
7%,” high, 3%” 
wide, 2%” or 5” 
backset 


v.\ |p melens 


Now Dexlock entrance elegance comes inside 
the house with striking new companion accessory 
trims. They're designed to match Dexter's large 
escutcheon entrance sets and are offered in a 
complete range of Dexlock standard or tu-tone 
finishes. Choose from Brass, Black, Bronze, Bright 
Chrome, Dull Chrome or Satin Anodized Alum- 
inum. And, of course, they can be used with either 
Tulip or Round Dexlock knob styles. 


Sop ap ay ob boleh Mb ob ated baeok.s 


Dexter Industries, Inc., Grand Rapids, Michigan 


we 















Miniature Colonial 
escutcheon No. 27, 
3%,". diameter, 2%” 
or 5” backset 


a 
. 


Miniature Portrait in- 
terior escutcheon No. 
29, 3%” square, 2%” 
or 5” backset when 
mounted square, 5” 
backset when mount- 
ed Diamond 








In Canada: 
Dexter Lock Canada Ltd., 
Galt, Ontario 


In Mexico: 


S. A. de C. V. Monterrey 


Dexter Locks are 
also manufactured in 


and Porto, Portugal 


Dexter Locks, Plata Elegante, 


Sydney, Australia; Milan, Italy 
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YOUR BOSTITCH 


PROFIT IS BIG 


BECAUSE WE HELP YOU ALL THE WAY=EVERY WAY! 





Bostitch tools 
are 
profitable 


You get a complete line. 
The multiple-use T5 Gun 
Tacker. The new light 
duty H5 Hammer. The 
speedy medium duty 
H2B Hammer. The rug- 
ged H4 Roofing Hammer 
with built-in muscle for 
heavy work. 


Bostitch staples 
are 
profitable 


Build profitable volume 
in the full assortment of 
Bostitch staples for the 
building trade. The more 
tools you sell, lend or 
rent, the more your sta- 
ple volume and profits 
grow. 


No service 
problems with 
Bostitch 


Our tools rarely need 
attention. We build them 
tough. But if service is 
needed, it’s close by. 
There’s no charge for 
T5 service. 


Bostitch 
advertising and 
promotion aid 
is strong 


Advertising helps make 
Bostitch one of the best 
known, most accepted 
names in the field. Every 
ad to the building trade 
directs readers to you. 
Bostitch literature and 
promotion aids help you 
make the sale. 


share. Your Bostitch salesman will gladly help you. 
He’s under “Bostitch” in your phone book. Or 
write to us at 749 Briggs Drive, East Greenwich, R.1. 


Sales and profits are bigger than ever on Bostitch 
tools. That’s why more Building Supply Dealers 
than ever before are featuring Bostitch. Get your 


Fasten it better and faster with 


BOSTITCH’ 


STAPLERS AND STAPLES 
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..--increase the durability of concrete with 


CLINTON WELDED WIRE FABRIC 


Today’s homeowners want the most value for their Clinton Welded Wire Fabric is ideal for reinforcing 
money. That’s why so many building supply and concrete. It iseasy to install—you just unroll it in place 
lumber dealers suggest welded fabric reinforcement —and it requires no special fastenings. Can be cut to 
for concrete driveways, garage and basement floors, specifications on the job with ordinary wire clippers. 
patios and other light construction. Clinton Welded Wire Fabric is readily available in 

Welded fabric reinforcement distributes shrinkage both the East and West, in all standard widths, lengths 
stresses to minimize cracking while concrete is setting and gages. Concrete reinforced with Clinton Welded 
... helps concrete resist heaving and cracking caused Wire Fabric will pay for itself many times over in re- 
by temperature changes of ground and air. Should a duced maintenance costs, long, trouble-free life and 
crack develop, the fabric holds it tightly closed, more attractive appearance—and it assures you of 
preserving a smooth, attractive surface. customer satisfaction. 6125 


CLINTON 


e 
e 
"4 WELDED WIRE FABRIC 
SAY YES... WITH THE COLORADO FUEL AND IRON CORPORATION 


WHEN THEY ASK... 4 


THE COLORADO FUEL AND IRON CORPORATION— Albuquerque * Amarillo * Billings * Boise + Butte Denver * El Paso + Ft. Worth * Houston * Kansas City * Lincoln * Los Angeles 
Ockland « Oklahoma City * Phoenix + Portland + Pueblo + Salt Lake City » San Francisco * San Leandro * Seattle * Spokane * Wichita « WICKWIRE SPENCER STEEL DIVISION — 
Atlanta * Boston + Buffalo + Chicago + Detroit » New Orleans * New York * Philadelphia +» CF&l OFFICES IN CANADA: Montreal * Toronto 
CANADIAN REPRESENTATIVES AT: Calgary » Edmonton * Vancouver * Winnipeg 
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MASONITE 


--- with “Blue Ribbon Homes” 
and the proved merchandising 
power of THE SATURDAY EVE- 
NING POST 


You get more than hardboard 


when you stock 
MASONITE PANEL PRODUCTS 


You get... Ideas for new panel products that go over big with your customers. 
e Ideas for helping you sell these products at a good profit. 
e Ideas that build more business for you in many related lines, too. 
e Ideas that increase your reputation in the community. 


e A brand name that makes your selling job easier... builds your 
customers’ confidence in you. 


The ‘Showcase of Famous Brands’”’ illustrates what we mean. It started with the idea that 
the model home should be used to show how the dealer’s brand-name merchandise looks 
in use. It developed into a full-scale merchandising promotion, complete with seven new- 
home plans, a step-by-step plan of action for the dealer, a powerful publicity kit and a host 
of other ideas to make the program a success. 

Today over 175 ‘“‘“Showcase”’ model homes are being built by dealers in all sections of the 
country. These dealers are building sales volume and establishing themselves in their 
community as sources for home building and remodeling. 

Unusual? Yes. Logical? Definitely. This is one of the ideas Masonite offers you to keep 
ahead in this fast-moving era. 

For more information about Masonite® panels, ask your Masonite representative or write 


cielo 


Masonite Corporation, Dept. AL-9-29, Box 777, Chicago 90, Illinois. 





Masonite spreads the news 

in newspapers, radio, tele- 

vision, magazines, movie 

screens and other channels of 
at] publicity, 

















Brochures, leaflets, tech- 
nical bulletins, displays, 
samples—all the aids that 
cut the cost of selling—ers 
yours from Masonite, 
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nm --. with personal calls on archi- 
es. with ads that talk the reader's - 2 ‘ tects, builders, contractors and 
language in magazines that reach pee others who may buy Masonite 
each of your markets products from you 





VISIT OUR FABULOUS NEw.. 


The great majority of visitors to 
model homes are looking for 
ideas for their present homes. 
The ‘Showcase of Famous Brands” 
promotion identifies your firm as the 
source of new ideas and the place to 
buy materials. 


FEATURING THE FLEXIBLE, 





Exp ivi , 
anoasce Wing cou’ pesion 





JONES LUMBER COMPANY 





- 
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Free plans for big 
projects, little proj- 
ects encourage the 
customer to have 
dozens of home im- 
provements built or 


to build them himself. ®Mosonite Corporation—manufacturer of quality ponel products. 
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“the "CROSS SEVEN brand... 


The ranch identified by the “Cross Seven,” in 
the high country of east-central Arizona, was 
established in the mid-1800's by a Judge Howell, 
who received his judicial appointment directly 
from President Lincoln. The ‘Cross Seven” 
spread was later acquired by a colorful rancher 
named George Felton, whose name is still men- 
tioned when cowboys get together and talk 
about fearless bronc riders of yesteryear. 


tioned when 


about quality. 
’ BRAND 
dard by which 
t, of 


siness. 


IF there are any young “trail riders” 
in your family . . . or if you are inter- 
ested in Western lore . . . we'd be 
happy to send you an interesting 
booklet telling about famous Arizona 
brands .. . complete with illustrations, 
brief histories and instructions on how 
to read brand marks. Just write to our 
General Sales Office, Department A-<. 
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LATE AND 
IMPORTANT 







American Lumberman, September 29, 1958 






INFLATION NOT RECESSION is now uppermost in the minds of top government and 
business executives aS we go to press. Latest economic reports now 
suggest not only the end of the downslide, but the beginning of 
gradual improvement. 


The Federal Reserve is back in the picture raising margin requirements 
on stocks, increasing the discount rate and broadly intimating 

that the country would be better off with restraints on credit buying 
by the consumer. 


HOME BUYING surely will be stimulated by all this increased emphasis on more 
inflation. The consumer is beginning to understand that his home 
appreciates in value and becomes a sound investment. 

There is talk in Washington of tightening mortgage money but in our 
opinion it's just that .. . there are no serious moves in this direction. 
Construction is regarded as vital to the entire nation's economy. 





































SOARING STARTS and more emphasis on lower-cost homes were reported last week 
in Washington by NAHB after they had made a telegraphic survey. 


Random samples: Phoenix, starts up 30%; best selling range $10,000 to 
$15,000 Minneapolis, up 8%, best sales $13,000 to $15,000; Lower cost 
housing up 15%. Columbus, Ohio, building at all time high in first 
months. Low cost housing up 70%. Birmingham, up 35%. Best sellers 
$12,000 to $15,000. Seattle, starts up 25% first six months. 


NEW HOME BUILDING techniques may go a long way to offset higher labor costs 
and material prices anticipated by the first of the year. 


National Homes, bellwether for the prefabs, indicated their thinking 
this week in announcing a swing to aluminum roofing and siding, a finish- 
it-yourself package home and entry into land development for their 
customers. Significant to us has been a general move by lumber dealers 
to component wall panels and trusses of their own design. They say the 
Lu-Re-Co system is rapidly becoming dated and not competitive enough 

to meet prefab and tract-builder competition. 


REVERSING THE TREND to a lower net profit, Mountain States lumber dealers 
in 1957 increased their profit before taxes to 3.2% of sales. In 1956 
it was 2.4%. This was in the face of a drop in sales from $278,456 in 
1956 to $257,481 last year. 


Operating costs were held steady and gross margins were iucreased, 
according to the University of Colorado, which made the survey. Signifi- 
cantly, line yards jumped margins from 23.7% to 26% and reduced costs 
from 24% to 23.3%. Independents failed to hold the line. Gross margins 
declined from 24.5% to 24.4% and costs increased from 19.8% to 21.1%. 
They still lead the line yards, however, in profits 3.8% to 2.6%. 


FINDING NEW SOURCES FOR PROFIT has been the main target for many dealers 
we have talked to in recent months. Significantly, costs can be 
more tightly controlled, as the Mountain States dealers did last year. 
It is reasonable, however, to explore new areas, which besically 
return a greater profit because competition is less intense. 







































































There are indications that a degree of specialization is developing 
in the industry. It's rather evident that it takes concentration 

of talent and capital to really swing a remodeling department, house 
or farm building package sales effort and the like. 










The general type yard, like the corner store, will always be with us 
but this degree of specialization is certainly not limited to the 
big cities. This is very clear when we see dealers in farm areas 
beginning to concentrate on farm building packages, kitchens and 
other farm home improvements. 
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HUSH-TONE?+ CEILING TILE. Today’s mark of a INSULATING ROOF SLABS. Roof deck, insulation, INSULATING SHEATHING. Superior insulation 

truly modern home. Patented Linear-Random design built-in vapor barrier, finished ceiling, plus continuous value, structural strength, durability. Builders agree 

in exclusive true white factory finish, or in color-flecked vapor seal at all joints. (Or without vapor seal and Life-of-Building guarantee makes prospects quality 

Fiesta pattern for the “interior decorator” touch. barrier.) Ideal for exposed-beam construction. conscious, helps close sale. Available with your own 
or your builder’s name imprinted. 


A FAMOUS LINE OF QUALITY BUILDING PRODUCTS... 


CELOTEX a 


REG. U.S. PAT. OFF, 


THE iy 


PRE-SOLD NAME 


THEY KNOW BEST 


Names people know and trust help your builder custom- 


ers sell more homes... help you sell more building ma- 
terials! The good name of Celotex has been established 
by over a third of a century of consistent national adver- 
tising and consistent product dependability —Celotex 
means “quality” to public and trade alike. Put the sales- 


power of this great pre-sold name to work for you! 


WHEN YOU ORDER...WHEN YOU SELL... 
SAY CELOTEX! IT PAYS! 


* REG. U.S. PAT. OFF, 








TrraDe MARK 
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MINERAL WOOL BLANKETS. Preferred ceiling and 
wall insulation. Spun-Process manufactured for lighter 
weight, extra resiliency. Reflective and regular types. 
Full, medium and utility thicknesses, 





TRIPLE-SEALED* ASPHALT SHINGLES. Color- 
harmonized. Complete line includes strip shingles in 
standard weight, new square-tab wind-resistant Celo- 
Lok* and self sealing Celo-Sealf shingles. 


pre-sold through over a third of a century of 


| ; 


\ 


iY A Betton Home.,..A Betton Tnvestinant 


if 


R.H. JONES & SON, Builder 


' 


i i} 








CELoTEX WESTINGHOUSE 
Jasalating Blankets 


Electrical Appliances 











tiiet 


Illustrated above: MODEL HOME BRAND NAME 





at 
Lal | 


DISPLAYER available to 


builders featuring Celotex and other famous brand names. For further in- 
formation, write The Ce'otex Corporation, 120 S. La Salle St., Chicago 3, Ill. 
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CELO-ROK* GYPSUM WALLBOARDS. High-purity 
gypsum deposits plus rigid quality control in manu- 
facture insure uniformly superior wallboard products. 
Also a complete line of joint finishing products. 


national advertising! 


a 


CELO-ROK* PLASTERS & LATH. Base and finish-coat 


gypsum plasters, “tailor-made” to assure proper set- 
ting qualities for your area. Plain, perforated, foil- 
backed or long-length lath. 


HARDBOARD SIDINGS. Beautiful, durable, easy to 
paint. Channel-Lap* siding applied with aluminum 
channels; factory primed; invisibly fastened; self- 
ventilating. Verti-Groove* panels offer modern verti- 
cal plank effect. Texboard* lap, panel or shingle 
siding; striated surface. 


ts cacti 


INSULATING SIDINGS. Granule-surfaced Celotex 
Insulation Board panels for modernizing and low-cost 
new construction. In a variety of colors and blends. 
Three types: exclusive Colonyt stone; brick design; 
and striated or wood-grain lap sidings. 
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NEW Selling Ddewt trom 
ONTINENTAL 


Sales Tested and Profit Proved 


NEW! The Brightest Ornamental 
ahi A " m Fence Ever Seen! 


Now you can offer more beauty than ever in Orna- 
mental Lawn Fence. Continental’s long-lasting 
bright finish provides sparkling appeal to your fence 
department. The heavy, full gauge copper steel wires 
are closer, uniformly spaced. Single or double picket 
styles in popular heights. Three styles of gates, with 
frames of 14%” hot galvanized tubular steel. Sell 
more fence. Sell Continental! 


Flower Bed Border—Made in the same super- 
bright finish copper steel wire as lawn fence. Avail- 
able in 16” and 22” heights. Provides smart 
protective frame for fiowers. 


NEW! Galvanized Wire Fabric 


For window guards, tree guards, animal pens, 
fences, grills, etc., there is no better than Continental 
Galvanized Welded Wire Fabric. Scores of uses for 
every home. Popular mesh sizes and widths. Gal- 
vanized coating provides protection against rust 
and corrosion. 
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‘CONTINENTAL NAILS 


NEW RING SHANK AND SCREW SHANK 
PLUS 10,000 OTHER KINDS AND SIZES 





Wrrrrrrrererererrrrererr 


pao SS 


CONTINENTA 


‘ CONTINENTA CONTINENTAL 

RING SHANK and SCREW SHANK Nails are recent Re $ = 

additions to the Continental line, one of the widest and ee ene TAL 

most complete line of nails obtainable anywhere. Con- 

tinental Ring and Screw Shank Nails are available ina CONTINENTAL NAILS are packaged in 100 lb. and SO Ib., 
range of types for many special uses. They actually im- cartons ;101b.,51b., and 1 1b. boxes. New King-Size Nail Guide, 
prove in holding power as wood seasons to eliminate one of the finest ever designed, available to Continental Dealers, 
pop-ups, squeaks, and splits. Write for new nail catalog. free on request. 


83 fast-selling steel products from one source 
See your Jobber, or write direct 


CONTINENTAL STEEL 


CORTE sor * KOKOMO, INDIANA 


All styles of farm, poultry, go A Two kinds of barbed wire, e Steel Fence Posts, gates, 
ornamental and chain link oe also spooled wire for auto- % Steel Roofing and Siding 
fences to suit all needs. 2 matic balers, bale ties, etc. and other quality supplies. 
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A NATIONAL CHARGE POSTING SYSTEM saves time and 
money for Harris Farm Supply in Rose Hill, Kansas. 


WwW. M. HARRIS, owner of 
Harris Farm Supply. 





THIS NATIONAL REGISTER eulieuniiinliy posts all transactions, at the time 
of sale, thereby increasing record- keeping efficiency for Harris Farm Supply. 


“Our Clalional Cash & Charge System 


saves us 2,000 a year... 


pays for itself every 11 months.’ narris Farm Supply, Rose Hill, Kansas 


“Our new National Charge Posting 
System eliminates hand and pencil 
entries to customers accounts,” 
writes W. M. Harris, owner of Harris 
Farm Supply. “As a result, our Na- 
tional has greatly reduced our oper- 
ating expenses. 

“Previously we were four to five 
days late in getting monthly state- 
ments into the mail. With our Na- 
tional System they are always ready 
for mailing. Also, our National 
classifies sales by department. In this 


way it supplies us with important 
business information that is always 
immediately available. 

“By increasing the efficiency and 
economy of our operation, our Na- 
eae System saves us more than 

$2,500 a year, pays for itself every 11 
sition.” 


owner of Harris Farm Supply 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES 


HELPING BUSINESS SAVE MONEY 
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Your business, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly through savings, 

then continue to return a regular year- 

ly profit. National’s world-wide service 
organization will protect this profit. 
Ask us about the National Mainte- 


nance Plan. (See the yellow eos) 


pages of your phone book.) 
“TRADE MARK REG. U. 8. PAT. OFF. 
National ; 


CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


ncr PAPER (No Carson Reaquiren) 
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NE 
MARLITE 


PATTERNS 


- ». for every new or remodeling interior, 
every prospect— businessman or homeowner 


Priced for fast volume sales, these three new Marlite patterns add a decorator 
look to walls, ceilings, room dividers, sliding doors, counter tops. One of your 


highest profit items both in percentage and in total dollars per sale, Marlite now 


offers you a greater-than-ever opportunity for increased paneling dollars, both 
in business and residential building and remodeling. Get complete information 
from the Marlite wholesaler near you or write Marlite Division of Masonite 


Corporation, Dept. 941, Dover, Ohio. 


i 


Marlite Celestial Panels Marlite Imperial Marble Panels Marlite Peg-Board® Panels 

Twinkling stars on a woven fabric Low-cost marble pattern available For beautiful working walls in 4’ x 
background give interiors beauty in 4’ x 6’ and 4’ x 8’ sizes in five at- 8’ sizes. *4g¢° diameter holes are 
and spaciousness. 4’ x 6’ and 4’ x 8’ tractive pastel colors for all deco- spaced 1” on centers. Available in 


sizes in four color combinations. rator schemes. most Marlite colors and patterns. 


yer 
tty, 


Marlite plastic-finished paneling y 
MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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Log Hook with standard 48” Tines securely holds 
lumber, poles, pipe, and other cumbersome loads. 











Stretch Dollars — Save Manpower with equipment that does more... 


QUO BULL FPORIS GIFU 


DOES THE WORK OF TEN 
SINGLE-PURPOSE MACHINES! 


Now, you can machine-handle all types of solid or semi-solid materials in 
bulk and packaged form with one efficient, low-cost piece of equipment! The 
all-new Work Bull Fork Lift is designed with ten quick-change attachments 
including Materials Bucket, Log Hook, Scrap Grab, adjustable Block Forks, Side 
Shift, Mast Extension, Load Clamp, Bale Clamp, Angle Dozer, and standard 48” 

See ee vase and Oy Tines! You buy only the attachments you need to expedite current production .. . 
Shift handle cubes, pallets, skids pine : ; ‘ ‘ 
Ne add additional attachments as you expand into other profitable fields, or as you 
need them to build and maintain your own storage yards and accessways. 











Since the Work Bull Fork Lift comes equipped with three-spool valve, 
attachments require no additional hydraulics. Simple selector is available for 
adapting the three-spool controls to four-way use. Centralized location of 
hydraulic connections save you time on changeovers . . . Quick-couplers engage 
snugly without the use of special tools. 


Work Bull’s compact design makes full use of the top maneuverability 
provided by full-time power steering and individual turning brakes. . . assures 
faster cycling in close or open quarters. Foot throttle overrides the hand throttle 
to eliminate the necessity of manually controlling engine speed while shifting gears 
or during load-lift operations. 





oJ : Low silhouette lets you operate under 8’ 2” top clearances, and affords a 

Materials Bucket dumps stable base with low center of gravity for hoisting cumbersome loads. Despite 

zy its low lines, this rig still maintains a full 10’ lift height and has the high flotation 

you need to operate in rough and muddy areas. Extra-large hydraulic cylinder 

delivers the powerful thrust you need for smooth, no-shock lifting of objects 
weighing up to 4,000 pounds. 









13 cu. ft 
hydraulically at heights up to 10’ 





These are just a few out of the dozens of years-ahead features that make the 
Work Bull Fork Lift the finest rig you can own for handling materials on-the-job 
or in-the-yard . . . both, on and off hard surfaces! 


Other Massey-Ferguson light and medium industrial equipment includes Work Bull 

Tractors, Multipurpose Tractor Loaders, Davis Loaders and Backhoes. For information on 

the complete M-F line ask for Brochure G-4. For specific information on the Work Bull 

Fork Lift ask for Brochure Fl-4. Write MASSEY-FERGUSON INDUSTRIAL DIVISION, 
1009 SOUTH WEST STREET, WICHITA 13N, KANSAS. 


MASSEY-FERGUSON 
INDUSTRIAL DIVISION 










Work Bull 1001 multi- 


purpose rig for stone, sand, aggre- 


is a fast, 












gote plants. Has instant reverse! 








Bob Rosenberg has 
furnished time-saving 
ideas to Fidler’s and 
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Check your AIM"... Fidler's does... 
Acme Steel Strapping cuts loading time 84% 


Acme idea Man 


many other 
companies. 
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FIDLER'S MANUFACTURING CO., INGLEWOOD, CALIF., looked for 

a way to cut their carloading time of 48 man-hours. They turned 

to their Acme Idea Man for suggestions. 

A method was worked out using heavy-duty Acme Steel Strapping 
instead of wood bracing, and the carloading time has been cut to less than 
8 man-hours (Idea No. U1-15). The car is draped with steel strapping 
anchored to the studs in the car walls. Then, steel strapped, palletized units 
of Fidler’s “‘Kambercore” doors are loaded in the car. A wood gate is put 
in place, and straps are tensioned and sealed on the face of the gate, 
holding the doors firmly in position. 

Customers prefer this technique, too—the doors arrive in excellent 
condition, and are unloaded faster. 

*Check your Acme idea Man. His suggestions have saved time and 
money—and eliminated shipping damage—for many companies. 

Write Dept. ABU-98, Acme Steel Products Division, Acme Steel Company, 
Chicago 27, Illinois. In Canada, Acme Steel Company of 

Canada, Ltd., 743 Warden Ave., Toronto 13, Ontario. 


MO) STEEL STRAPPING 
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Sure-Fire 
Business Builder 
for You! 








ZIP OUT; ZIP IN 


Cupples Low-Cost, io i ap Src 


device permits 


easy removal 
Y 


SINGLE-HUNG Ji Se 
BALANCED fm | 


Aluminum Window Now Has 


REMOVABLE SASK 


Here’s what you and your customers have 

been looking for. A single-hung window with Look at these other features! 
removable sash that permits washing from the 

inside. That means this popular window now @ Integral fin-trim—just 4 nails to install. 
is perfect for split-level and two-story homes 
as well as for single-story dwellings...a ¢ Equipped with the finest mechanical balance, 


vastly increased market for you. | assuring whisper soft operation. 


Made to the highest standards of design and Weatherstripped with metal-backed fabric, 
construction. Automation makes it possible 
to price this window lower than any previously 
built. And the removable sash is an exclusive Never binds or sticks. Never needs painting. 
feature ...one that will meet immediate ac- 
ceptance, clinch the sale for you. Be among 
the first to sell this big money-maker. Meets the specifications of the Aluminum 


Window Manufacturers Association. 


Stronger, more rigid. Dust and draft-free. 


FHA approved. No service call backs. 


NOW'S THE TIME TO GET INTO THE 
ALUMINUM WINDOW BUSINESS 
The present is good . . . the future looks terrific. Accelerated 
building programs point to an ever-growing use of these 
modern windows .. . an ever-widening market. A Cupples 
franchise can be profitable to you from the start. The 
Cupples name stands for the very finest products... 
products that have pleased homemakers for more than 


Dina PRODUCTS CORPORATION 
: 2653 South Hanley Road 
St. Louis 17, Missouri 


ee rer 
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Give your customers the best... 


For new homes, new farm buildings, repair and maintenance jobs, 
you will sell easier, sell more and have better satisfied customers 
with Pickering branded lumber. 

The name, Pickering, on a piece of lumber is a quality ‘*buy-word."’ 
Behind this name is over 64 years of faithful dealings with lumber 


buyers. Pickering has a reputation to maintain. 


Pickering lumber comes from superb altitude- 
grown California timber. It's well-manufactured, 
scientifically kiln dried, accurately graded and 


properly loaded in clean cars. 


Sugar Pine 
Ponderosa Pine 
White Fir 


Incense Cedar 


Pick—Pickering lumber for your customers. 


| ad OFS aE te 
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PlyWelsh Exclusive" packaged paneling 


For the Builder, Contractor and 


Do-it-Yourself Trade— 


Everything Prefinished — 
Everything Matches! 


Here's the ‘‘ package’’ that guarantees related item sales. 


PlyWelsh Prefinished Panels are finished 
by the patented BRUCE process, more than 
14 times more durable than ordinary surface 
finishes. They come in 10 style-setting deco- 
rator finishes. Your customers will appreciate 
their soft, rich, hand-rubbed look found only 
in fine furniture. 








PlyWelsh 
‘Panel Stretchers” 
eliminate the problem of 
high ceilings and offer 
limitless opportunities for 
variation in wall decor and 
design. They’re prefinished 
to match the 10 different 
decorator panel finishes. 





PlyWelsh Prefinished 
Molding is carefully match- 
ed to each panel finish. It 
comes in 7 different designs 
and completely eliminates 
all messy and troublesome 
finishing on the job. 


The complete paneling “package” 
Everything prefinished — everything matches! 


@ 


FINISHED WITH 


PlyWelsh Matching Putty 
Sticks make nail holes 


disappear because they are 


accurately factory-matched — 


to each panel finish. N — | 
ish. No 
fuss, no bother on the job. “= 


) PATENTED PROCESS. 


OUTLASTS SURFACE FINISHES 14 TIMES! 


on 


PL 


Write for the name of your nearest distributor Manufactured exclusively by 


PlyWelsh offers the only 
complete paneling “package”. 


This “packaged” idea is important 
to you for two reasons: 


1. Your customers will like it. 

The PlyWelsh “package” speeds 
and simplifies installation, cuts costs 
and makes for a more perfect job. 


2. You'll get more dollars per sale. 
The PlyWelsh “package” 
guarantees the sale of related items. 
The sale doesn’t end 

with the panels. 

Your salesman 

will naturally sell 

the related items in 

the PlyWelsh “package”. 


PlyWelsh Driftwood Ash, ‘‘Panel 
Stretchers’, and Prefinished 
Molding. Cost: About: $47.50 


wv 


PlyWelilsh Match Stains 

complete the “Package” 

picture. There’s a PlyWelsh 

stain or finish to match each 

of the 10 PlyWelsh Prefinished Panel fin- 
ishes for built-ins and accessory wood- 
work—no tedious and time consuming 
mixing to get a perfect match. 


The PlyWelsh Planning [>i] 
Kit— smart merchandising at Vu if | 
its best! Here’s a brochure for 32s y 
your customers with scaled ~ J 
panels, scaled wall layout, and easy-to- 
follow instructions that lets them select the 
finish and accurately estimate material in 
their own home. They sell themselves! 


LSH 


Wy 


the Welsh Plywood Corporation, Memphis, Tennessee from genuine hardwoods 





For rugged framing... 


suggest DOUGLAS FIR 


the nation’s first-line wood for structural purposes 





DOUGLAS FIR —for built-to-last framing. 
More than any other single property, the strength 
of Douglas Fir accounts for its large use volume. 
For beams, posts, stringers and other structural 
purposes, it is manufactured in stress grades 
designed for ready and predeterminable use to 
sustain any given load. The straightness, stiffness 
and nail-holding power of Douglas Fir also add to 
its excellence as a construction material. 

For interior trim, mouldings and millwork, 
Douglas Fir combines long-lasting service with 


pleasing appearance. 
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Write for FREE illustrated book 
about Douglas Fir to: 

WESTERN PINE ASSOCIATION, 
Dept. 704-D, Yeon Building, 
Portland 4, Oregon. 


‘Western Pine Association 
' member mills manufacture these woods to high 
! standards of seasoning, grading and measurement 


Idaho White Pine - Ponderosa Pine - Sugar Pine 
. White Fir - Incense Cedar - Douglas Fir - Larch 
| Red Cedar -Lodgepole Pine- Engelmann Spruce 


Today's Western Pine Tree Farming Guarantees Lumber Tomorrow 
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Private home starts edged upward 
again in August to the highest level 
since January, 1956, the government 
reports. 

The Labor Department estimates 
the seasonally adjusted annual rate of 
private home starts in August at 1,- 
170,000—a gain of 10,000 over the 
July rate of 1,160,000 and much high- 








Hard Hit By Budget Cuts, 
HIC Faces Difficult Future 


HIC has been forced to tighten its 
budget to a fraction of the original 
estimate because of the lack of finan- 
cial support from many building ma- 
terials manufacturers. 

A recent meeting of HIC's board of 
directors in New York disclosed that 
the loss of anticipated revenue has 
seriously crippled the overall program. 
The outlook is a curtailed program for 
1959. 

As outlined by HIC chairman Fred 
C. Hecht a year ago this month, HIC 
planned a $2 million chest with a major 
slice going to winners of two home 
improvement contests. A national ad- 
vertising campaign and market re- 
search were projected. 

Most of the current operating budget 
(85%) has come from 114 building ma- 
terials manufacturers. Membership dues 
paid by the 2,520 local members, most- 
ly lumber dealers, just about covers 
the point-of-sale material they received. 

Executive director Moore blames the 
recession and the “apathy” of hundreds 
of manufacturers for budget troubles. 

On the credit side, HIC has stimu- 
lated interest in home improvements 
through its two homeowner remodeling 
contests; members have received five 
kits of promotional material to stimulate 
improvements at the local level; local 
HIC chapters have given home remodel- 
ing an added boost. 


August Starts Best Since ‘56; 
'58 Total May Reach 1,170,000 











er than the recession low of 915,000 
in February. 

At the same time, FHA announces 
applications for mortgage insurance 
on proposed new homes in August 
climbed to 33,600, an increase of 
more than 1,900 over the July new 
homes total. Applications for mort- 
gage insurance on existing homes, 
however, dropped to 58,600 in Au- 
gust from 60,945 record in July. 

Private Home Starts Climb. The 
Labor Department reports privately- 
owned housing starts climbed to 108,- 
800 in August, topping the 107,300 
figure for July; it was the highest 
monthly figure since May, 1956, 
when the total was 110,800. A year 
ago last August, private home starts 
amounted to 96,800. 

The August increase was all in 
housing begun with government-back- 
ed mortgage assistance, the depart- 
ment said. 


Sawmill Strike Averted 


Threat of an inter-union struggle 
for supremacy in the Pacific North- 
west fizzled out in mid-September. 
Employer representatives got together 
with the rival unions, agreed to a 7'2- 
cents-per-hour wage increase for saw- 
mill workers. 

Involved were the Lumber & Saw- 
mill Workers Union and the Inter- 
national Woodworkers Union. Earlier 
the LSWU had begun a series of sin- 
gle plant strikes, idling about 5,000 
men in the Douglas fir and ponderosa 
pine regions in both sawmills and ply- 
wood plants. The LSWU had been 
asking 31¢ per hour, the IWA 25¢. 


LUMBER PRICES 


From the Markets 


BALTIMORE—Cherry is in short 
supply, which has been reflected in an 
increase in prices of about 10% dur- 
ing the past few weeks. Good dry oak 
supplies also are limited, with the re- 
sult that white oak is quoted at $25 
more across the board than compar- 
able grades could have been purchased 
three months ago. Red oak is firmer, 
too, and good oak flooring now is 
selling at $20 more than it did two 
months ago. 


Price resistance has been encoun- 
tered by dealers in fir and Southern 
Pine during the past few weeks. Quo- 
tations, reflecting higher prices on the 
West Coast, are now running some 
$8 to $10 higher per M than they 
were a month or six weeks ago. 


SAN FRANCISCO—Strong  de- 
mand from all lumber consuming are- 
as has increased prices on many items 
well above those of a year ago, with 
green fir averaging an advance of 
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more than $8 above 1957 levels. New 
price advances on standard and better 
grades of Douglas fir, white fir and 
hemlock ranged from $1 to $2 while 
dimension fir and hemlock lumber for 
water shipment shared in the price 
boosts. 


TACOMA—tThe market generally 
continues strong. Plywood manufac- 
turers are reported as quoting “price 
at time of shipment for October de- 
livery.” The general feeling is that cur- 
rent prices will hold, with a possibility 
of some further increases. 


SEATTLE—The number of items 
going up in price has increased and 
some items are getting scarce. The 
retailer finds he can get some grades 
of lumber only by considerable shop- 
ping. The shingle market is chaotic. 
The demand for No. 1 XXXXX has 
resulted in prices of $10.90 being re- 
ceived at the mill. Cedar siding is 
more conservative. Plywood is being 
quoted at $80. 















THIS REMODELING KIT is being given 
5,000 remodeling contractors to help 
G-P’s new paneling. 


Big Push On G-P’s 
New Paneling Product 


Over 13 million copies of a big dou- 
ble page advertisement appearing in 
consumer magazines are designed to 
pre-sell homeowners on the advan- 
tages of Georgia-Pacific’s new Family- 
Proof paneling. 

Ideal for everyday family living and 
practical for every room in the house, 
the new paneling is made to order for 
the remodeling boom, says G-P. 

Dealers’ profit will be 50% over 
cost. 

G-P’s big ads will appear in the 
following magazines: McCall's, Better 
Homes & Gardens, Parents, House 
Beautiful, Living for Young Home- 
makers, House and Garden Book of 
Building, House Beautiful’s Building 
Manual and Home Modernizing Guide. 

Ads suggest that readers visit the 
G-P dealer nearest them to see and 
choose the paneling best suited to 
their home. 

Sales Clinchers. Dramatic displays 
are available to lumber dealers from 
G-P to identify them with the na- 
tional campaign. A banded idea book 
also is offered to tie in with the na- 
tional $50,000 HIC Contest and give 
dealer customers remodeling ideas 
that spark sales. 

Ad mats and radio scripts also are 
available to tell prospects your yard 
is the place to buy the new paneling. 

Georgia-Pacific’s staff of 100 sales- 
men are now contacting 5,000 prime 
remodeling contractors as a first step 
to increase dealer sales. Each of these 
contractors is being supplied with a 
special remodeling kit to help him 
sell G-P paneling as well as prospect 
leads obtained from G-P’s national 
advertising coupon returns. HIC Con- 
test leads are being sent to the con- 
tractors to assist them in reaching 
these customers. 

Extra Kits. Dealers who wish to 
use G-P’s new remodeling kits to help 
other contractor customers sell G-P 
paneling for them may obtain an ad- 
ditional supply of the kits by writing 
to Georgia-Pacific Corp., Dept. AL, 
Equitable Bldg., Portland 4, Ore. 
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““SILVATEK’’ OFFICIALS of Weyerhaeuser Timber Co. discuss new symbol and plans. 
Left to right: M. D. Chriss, western district; H. E. McCorkle, eastern district; G. D. 
Schwartz, central district (seated); John L. Aram, vice-president and Dave Greeley, 


manager of field operations. 


Expansion Plans for Weyerhaeuser 
Include New Non-Wood Products 


The famous “4-Square” lumber la- 
bel will soon share the spotlight with 
another brand insignia from the same 
producer, Weyerhaeuser Timber. 

Called the “Silvatek” line, the new 
group as established this month by the 
Tacoma firm, includes the company’s 
hardboard, particle board, Ply-Ve- 
neers, Silvacon bark products, Silva- 
cel wood-fibre products as well as 
new products now in the research 
stage. 

Weyerhaeuser’s “Silvatek Products 
Group” will serve retail lumber deal- 
ers and wholesalers. 

Company-wide realignment of per- 
sonnel, products and functions were 
completed September 1, according to 
F. K. Weyerhaeuser, president. John 
L. Aram is general manager of the 
new product group, with responsibility 
to increase the timber company’s mar- 
ket position for both wood products 
and special products, including expan- 
sion “outside the traditional fields of 
lumber, plywood, pulp, paperbox and 
containers.” 

D. C. Greeley has been appointed 
manager of field operations for the 
Silvatek group; W. H. Meadowcroft, 
merchandising and product planning; 
A. F. Fisken, manager of manufac- 
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turing. Reporting to Greeley are re- 
gional managers in Newark, N. J.; St. 
Paul, Minn. and San Francisco, Calif. 

Research expansion. Along with th 
new Silvatek group is a major re- 


SEPTEMBER 29, 1958 


alignment of Weyerhaeuser research 
facilities at Longview with Dr. A. 
S. Gregory as manager of central re- 
search and development and E. M. 
Williston as manager of wood prod- 
ucts group development and service. 

Among the appointments in research 
are specialists in plastics, adhesives 
and finishes, concerned with long- 
range problems in polymer plastics. 

In another growth step, Robert D. 
Pauley has been appointed to the dual 
position as director of business de- 
velopment and assistant to the vice- 
president of the Silvatek product 
group. 





Lumber is Today’s 
Best Buy 

Wholesale price indexes com- 
piled by the U.S. Department of 
Labor show that the increase in 
the cost of lumber has been less 
than that of all major building 
materials. 

By the end of 1957 the aver- 
age cost of all building materials 
on the wholesale level had in- 
creased 38%. Increases by ma- 
terials were as follows: 

Lumber pis We 

Concrete products ... 32.4 

Gypsum plaster lath . 34.9 

Window glass 52.6 

Fiber-board 

(insulation) ........ 51.9 

Cement 

Structural steel 














Convention Plan: “Make ‘Em Want Wood” 


An estimated crowd of 400 dele- 
gates and their wives will gather in 
Chicago, October 14-17, at the La- 
Salle hotel, for the 6th annual conven- 
tion of the Architectural Woodwork 
Institute. “It will be our group’s big- 
gest meeting to date,” states president 
Claude V. Twiellenmeier. 

Convention theme is “Make ‘Em 
Want Wood”. Emphasis will be on 
quality production and competence as 
a means of stimulating broader ac- 
ceptance and use of wood and wood 
products in building construction. This 
year’s program will follow a work- 
shop-seminar format, with talks by 
industry experts. 

Among the featured speakers will 
he Mortimer Doyle, executive vice- 
president, National Lumber Manu- 


facturers’ Association, who will dis- 
cuss problems facing the wood prod- 
ucts industry and how the new Na- 
tional Wood Promotion Program is 
designed to help meet them. 

Problems and difficulties faced by 
the architects in specifying wood and 
obtaining quality millwork will be ex- 
plained by Clinton E. Brush III, AIA. 
Dr. J. A. Hall, director, Forest Prod- 
ucts Laboratory, Madison, Wis. He 
will explain the latest developments 
and trends in wood technology and re- 
search, 

An added new feature this year is a 
Trade Show Exposition, including 25 
exhibits by industry suppliers. For 
further details about the convention, 
write Architectural Woodwork Insti- 
tute, Dept. AL, 332 S. Michigan Ave., 
Chicago 4. 
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STREAMLINED production methods, 


resulting 


in lower manufacturing costs, are 


achieved at Silcrest millwork plant now selling brand-name windows and doors di- 


rect to retailers. 


Silcrest Dealers Now Buy Direct 


The sash and 
door jobber has 
been cut out of 
Silcrest Compa- 
ny’s distribution 
picture and 
everyone but the 
jobber is happy, 
according to Law- 
rence T. Rior- 
dan, president 
of the Wausau, Wis., millwork firm. 

Silcrest now is selling direct to re- 
tailers at the old jobber price—list 
less 40% and 10% on carloads, full 
freight allowed and sales volume is 
rising, Riordan says. 

“There are retailers now buying 
from us who have lifted their mill- 
work volume from 10% of their total 
sales to 40%,” Riordan said. “Under 
the former manufacturer-jobber-re- 
tailer pattern, this was not achieved.” 

Credits and debits. Riordan said that 
because of manufacturing economies 
coming from dropping stock millwork, 
the firm’s dealers now have substan- 
tially stable prices; they are assured 
they can buy as well as the biggest 
cash-and-carry; they remain competi- 
tive and flexible in pricing; they get 
a full line of selling aids from Sil- 
crest. 

On the debit side, dealers under the 
Silcrest plan now assume some of the 
jobber’s functions, including carrying 
bigger inventories, ordering farther 
ahead. Order-shipment lead time is 
two weeks. Average dealer’s inven- 
tory of millwork is $10,000. Special 
millwork orders, the basis of the stock 
millwork business, are not accepted 
at Silcrest. 


L. T. Riordan 


Silcrest sees both good and bad sides 
of the plan for themselves, too. These 
include a larger mill inventory of mill- 
work parts, elimination of one freight 
bill, two handlings and one markup. 
While mill warehousing is greater, 
longer mill runs now are possible, 
plus ability to build inventory of mill- 
work parts in advance of the season, 
leveling out production peaks and val- 
leys. 

Costs no higher. “Our costs are no 
higher than when we sold through 
jobbers,” Riordan said. “Our gross 
and net are as good.” 

To achieve the present operational 
pattern, Silcrest went through several 
changes. Finding jobbers buying mill- 
work parts purchased solely on price, 
they began to develop their own name 
line of windows. Jobbers assembling 
window parts into their own branded 
lines competed with Silcrest’s line, cut 
into sales. 

“Finally,” Riordan said, “we saw 
that many jobbers are never able to 
build up a sales alliance with the re- 
tailer. Price was king and each jobber 
sale was made on that basis. 

“The jobber salesman had no time 
nor interest in training dealer people 
to sell his windows. It was here we 
decided to recognize the retailer as 
part of our merchandising team. In 
many cases we were doing the sales 
development work the jobber should 
have done, so we acted to benefit from 
our work.” 

Not for all dealers. Riordan frankly 
admitted the Silcrest sales program 
will not benefit all retail lumberyards. 

“We're not interested in selling a 
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couple of windows here and there. 
We're after repeat business,” he said. 
“To succeed with our plan, the deal- 
er should buy at least $60,000 of 
windows and doors per year, main- 
tain a $10,000 inventory. He should 
be able to sell what he has in stock 
without ordering specials. 

“The dealer who can make our 
plan work is the aggressive, sales- 
creating dealer. We know this is true 
for we have among our customers 
some of the top retail lumber firms in 
the country.” 

Silcrest maintains its sales with five 
men, traveling out of Washington, 
D. C.; Detroit, Wausau, Chicago and 
Winamac, Indiana. 

“When a dealer decides to carry 
our line, we can begin our sales devel- 
opment program for him, and he 
makes it pay off,” Riordan said. “We 
don’t have to resell him every time we 
call.” 

Streamlined procedures. To simplify 
millwork ordering and order filling, 
Silcrest provides dealer-customers with 
pre-written order forms, less the entry 
for quantities required. 

When the mill receives the order, 
it is copied photographically, one copy 
going to production, the other to pur- 
chasing. Production puts the order 
across a “parts explosion list” where 
quantities are posted against a per- 
petual inventory record. Additional 
photographic copies of the original 
order are used as packing slips, ship- 
ping manifests and invoices. 

In invoicing, price extensions are 
entered on the original order; a pho- 
tographic copy of this is the customer’s 
invoice. 





50 YEARS OF SERVICE—Advertising 
manager Elmer J. Kopp, Patterson-Sar- 
gent Co., Cleveland, accepts a testimonial 
caricature and portfolio of congratula- 
tory letters from vice-president J. K. Pat- 
terson, 2nd, on the occasion of his 50th 
anniversary with the paint manufacturer. 
Kopp (left) started to work in the print- 
ing department 50 years ago and has 
been advertising manager since 1917. 
He also was given a 50-year honorary 
pin by the National Paint, Lacquer and 
Varnish Association. 
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Camino forests ore altitude timber 
—soft textured, mellow, generous size— 
the ideo! raw material for producing 
wide, thick pattern lumber, beautiful, 
clear interior finish, paneling, all-around 
building items, shop lumber, etc. And 
remember, Michigan-California is oa 
veteran lumber producing organization, 
instilled with the spirit of careful man- 
ufacture and shipping—a shipper of 
quality lumber for over four decades. 


We are satisfied that you will 
benefit by becoming acquainted 
with Camino Quality Sugar Pine, 
Ponderosa Pine and associated 
species. 


MICHIGAN-CALIFORNIA 
LUMBER CO. 
CAMINO. E! Dorado County, 
CALIFORNIA 
Camino Quality 
SUGAR and PONDEROSA PINE 
and associated species “a 


- Porudorosa, Perr Woodworth 
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Dealers Going Places with Components 


Erect year-around model home at New York State Fair 
grounds to show visitors the advantages of building with Lu- 


Re-Co. 


The erection of a model Lu-Re-Co 
home as part of a Farmstead Project 
at the New York State Fair grounds, 
Syracuse, marked the beginning this 
month of a long-range promotion 
scheduled to continue the year ‘round 
for several years. 

Consisting of a model farm unit 
with various buildings and operating 
equipment, the project is being spon- 
sored by 20 franchised Lu-Re-Co 
dealers, in cooperation with the Lum- 
ber Dealers Research Council and the 
Northeastern Retail Lumbermen’s As- 
sociation. 

Visitors at the fair examined the 
house, which is constructed of Lu-Re- 
Co components—locally manufactured 
roof trusses, exterior panels and in- 
terior partitions. 

Only the shell was built this year 
so that the public might examine the 
Lu-Re-Co system. Components were 
trucked a short distance to the home 
site and erected in a matter of hours. 
The house is a version of a Women’s 
Congress House, modified for rural 


living. 

Year ’round open house. The proj- 
ect will remain open to the public the 
year ‘round. 

Visitors learn the added advantages 
of local manufacture and distribution 
of Lu-Re-Co components over the 
distant “house factory”: lower trans- 
portation costs; opportunity for per- 
sonal contact with the manufacturer, 
who may well be a member of the 
same community; flexibility in the 
adaptation of modular components to 
a great variety of house styles and 
floor plans to meet the buyer’s in- 
dividual requirements. 

The 20 New York State dealers participat- 
ing in the project are: Auburn Lbr. Co., 
Auburn; Baker Lbr. & Sup. Co., Dryden; 
Beach Lbr. Co., Rome; Cotton-Hanlon, 
Odessa; Curtis Lbr. Co., Ballston Spa; Dain 
& Dill, Carmel; A. E. Dew & Sons, Canas- 
tota; Genesee Lbr. & Coal Co., Batavia; H 
P. Goettel Lbr. Co., General Square; Gregory 
Sup. Co., Dannemora; Holcomb Lbr. Co., 
Watertown; Maloney Lbr. & Son Co., Au- 
burn; Nunda Lbr. Yard, Nunda; Patch Bros., 
Dryden; L. D. Paul Lbr. Co., Marcellus; 
Robinson & Carpenter, Ithaca; Santelli Lbr 
Co., Lyons; Scheffler Lbr. Co., Red Hook; 
Herb Taft Lbr. Co., Rochester, and Tappan 
Lbr. Co., Baldwinsville. 


Halts Boycott of Andersen Windows 


Federal Court action has stopped 
International Carpenters Union at- 
tempts to renew secondary boycott of 
non-union building materials. 

The action was taken recently by 
Federal District Court in East St. 
Louis, Ill., in the form of a broad 
injunction prohibiting the union and 
three Illinois locals from any form of 
secondary boycott against window 
units of the Andersen Corp., Bayport, 
Minn. 

The manufacturer’s 1,200 employes 
are non-union and have rejected sev- 
eral union organization bids. 

Federal Judge Fred L. Wham’s in- 
junction also covered any other prod- 
ucts not bearing the carpenters union 
label. His order against the union re- 
sulted from a recent two-day hearing 
on petition for injunction filed by the 
general counsel of the NLRB under 
mandatory injunction provisions of 
the Taft-Hartley Act. 

The NLRB petition was based on 
charges by Midwest Homes, Inc., 
Mattoon, IIl., that the Carpenters un- 
ion label was withdrawn from its Mat- 
toon plant where union carpenters 
were employed. 

It also was charged that the union 
refused to let its members install An- 
dersen windows in houses being erect- 
ed. Object of the union restraints was 
to force Midwest and others to stop 
using Andersen windows, it was stated 
in a brief. 

The federal injunction continues in 


effect until the NLRB reaches a final 
decision in the case. If NLRB agrees 
with the petition of its own general 
counsel and with the federal court, it 
will issue a similar cease and desist 
order against the Carpenters union. 


Adds Hardboard Line 

A new, full line of quality hard- 
board products is now being handled 
by Kaiser Gypsum Co., Oakland, 
Calif., according to Richard Crowle, 
merchandising manager of the firm’s 
insulating products div. The line in- 
cludes all standard hardboard items, 
in addition to a large variety of at- 
tractive and durable exterior siding 
products and a wide selection of dec- 
orative hardboard products. 


HEADS LUMBER PROMOTION—Loren F. 

Dorman has been appointed director of 

advertising and 

merchandising for 

the National Lum- 

ber Manufacturers 

oe Association, head- 

3% ing up the nation- 

— wide wood promo- 

tion program pre- 

viewed elsewhere 

in this issue. He 

was formerly ad- 

vertising manager for the Weyerhaeuser 
Timber Co., Tacoma, Wash. 
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NEW MARKET FOR LUMBER is shown in this backyard swimming pool made from 


prefabricated parts. 


Low-Cost, Do-It-Yourself Pool 
Made With Lumber Side Panels 


Wood side panels keep costs down 
for installation of the do-it-yourself 
pool pictured above, designed by 
swimming champion Buster Crabbe. 
The problem of wall cracking is also 
eliminated by use of lumber compo- 
nents. 

Even with the most elaborate land- 
scaping, the total bill should not ex- 
ceed $2,000 for the 16’x32’ pool, ac- 
cording to the National Lumber Man- 
ufacturers Association. 

Homeowners are provided with kits, 
which include the wood side panels, 


pump, filter, liner and supply of chem- 
icals. 

In five easy steps and only 32 hours, 
the pool is ready for swimming. When 
the panels are in, you grade the bot- 
tom of the pool from 3% feet at the 
ends to 72 feet at the center for div- 
ing purposes. Then you install a vinyl 
plastic liner and connect the pump and 
filter. Before filling the pool with 
water, you backfill the pool sides. 

The pump and filter system can be 
placed in the basement, so they will 
not interfere with landscaping, paving 
or fencing. 





NEW WAREHOUSE for Reserve Supply of Central New York, Inc., is evidence of the 
growth of the reserve supply distribution idea in that area in nine years. 


New Reserve Supply Warehouse 


A new 60,000 square-foot ware- 
house to be occupied by Reserve Sup- 
ply of Central New York, Inc. is being 
built in a new industrial area north- 
east of Syracuse. 

“The new facilities will permit us 
to render faster, more efficient serv- 
ice,’ says manager Henry S. Sherer. 
“We spent several years finding suit- 
able land and developing building 
plans. Our new modern warehousing 


and material handling facilities in- 
cludes 250 feet of covered rail siding 
and 50 feet of covered loading dock.” 

The company, which wholesales 
building materials to over 200 lum- 
beryards in central New York, “has 
more than tripled its size in less than 
nine years,” Sherer told American 
Lumberman. Sherer credits this growth 
to a “lumber dealers only sales pol- 
icy. 
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FOR YOUR 
BUILDING 








Light, strong, easy to handle, 
clean, free from pitch 

takes all finishes 
handsomely— qualities that 
make Western White Spruce 
ideal for new construction 
remodelling, additions 

Prompt delivery to any point 


in the United States 














ALBERTA FOREST PRODUCTS ASS'H. 
CANADA PERMANENT BUILDING 
10126 - 100 STREET, EDMONTON 
ALBERTA, CANADA 


PLEASE SEND FREE BOOKLET ON USES OF WESTERN 
WHITE SPRUCE. 


* NAME 


« ADDRESS 
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TAN AB 


Pitas e\S 











Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Con- 


sult them on your next requirements. 


Appalachian Hardwood products. 





*Cherry River Boom & Lbr. Co., Richwood, W. Ya. 


Appalachian Hardwoods, Flooring, Planing Mill 
Products. Glued Dimension. 





Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Oak, Walnut, Poplar, Basswood, 

Beech, Cherry, Mohogany and Lavan Lumber. Do- 

mestic and imported Veneers. Hardwood Fiooring— 

Ocak and Maple Strips and Laminated Block and 
Special Pattern Flooring. 





*Hamer Lumber Sales, Inc., Kenova, W. Ya. 


Exclusive Soles Agents for 
J. P. Homer Lbr. Co., Inc., Kenova, W. Va. 
Hamer Lbr. Corp., Appalachia, Va. 
Manufacturers Appalachian Hardwood Lumber 





*Member Appalachian Hardwoods 


Manufacturers, Inc. 


always specify 
APPALACHIAN HARDWOODS 
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Weyerhaeuser Timber Considers 
Truck Shipment to California 


If rail freight rates from Oregon to 
California are not reduced, the Weyer- 
haeuser Timber Co. may shift to truck 
shipments, according to Earl Arthur, 
vice-president of sales. 

Testifying at a Interstate Commerce 
Commission hearing into Southern Pa- 
cific’s proposed scheduling of reduced 
lumber rates from Oregon to Cali- 
fornia and Arizona, Arthur said that 
if rail rates as lowered as proposed, 
they would then be competitive with 
trucks. 

“Our company could increase its 
shipments to southern California be- 
cause we could then compete with 
the northern California companies,” 
said Arthur. 

E. J. Larson, freight traffic man- 
ager for Southern Pacific, testified that 
the number of rail cars carrying lum- 
ber from Oregon to southern Califor- 
nia and Arizona declined 58% _ be- 
tween 1950 and 1957. He said that 
lower rates are imperative to recover, 
as well as forestall, further diversion 
of rail traffic to truck and water com- 
petition. 

The reduction in rates is opposed 
by lumber shippers in northern Cal- 
ifornia who say it would be inequit- 
able and put them at a disadvantage. 

Lumbermen at the hearing in San 
Francisco predicted that if the lower 
rail rates are approved by ICC for 
California, similar reductions will be 
pressed for Washington, Idaho and 
Montana. 


Hardwood Exhibit Attracts 
Record Attendance 


Atiendance at the hardwood ex- 
hibits at the Museum of Science and 
Industry, Chicago, was up 29% in 
April this year over April, 1957 and 
attendance in May was up 17% com- 
pared with the same month a year 
ago, according to the National Hard- 
wood Lumber Association. 

Because of the exhibit’s popularity, 
new sample panels and other improve- 
ments have recently been installed. The 
exhibit is open every day except 
Christmas Day. 





LUMBERMAN SHANNON, right, with the 
‘wheels’ in the Chicago area home- 
selling radio program. Left to right, 
home builder Martin Braun; Celotex men 
Charles Enyart and Ed Levin; radio ‘‘per- 
sonality’ Cliff Johnson. 


You Can Use This Radio 
Show Idea With Builders 

A co-op radio show, which any 
dealer can adapt for himself, is sug- 
gested by Ed Shannon, Shannon Lum- 
ber Co., Chicago. 

Shannon took the idea to one of 
his tract-builder customers, Martin H. 
Braun, as a sales tool to sell more 
homes and, incidentally, more lumber 
for Shannon. 

Braun then sold the idea to Celo- 
tex Corp. and their public relations 
men developed the pattern for the 
show, an adaptation of the well-known 
TV-radio program, “Queen for a Day.” 

Scene of the broadcast is one of 
Braun’s homes, where a group of area 
housewives are gathered for the well- 
known “kaffee-klatch.” The radio m.c. 
interviews the women on features of 
the house. In return for their com- 
ments, they receive gifts from local 
sponsors. 

Shannon pays nothing for the show. 
It costs Braun $250 for each 25-min- 
ute broadcast. This includes radio 
time, talent, engineers and prizes. The 
50,000-watt station is heard in a nine- 
state midwest area. Cost in smaller 
cities would be proportionately less. 





IMBER IN HOUST 


5 ROOM HOME! 


LONG-RANGE LUMBER PROMOTION—Dealer J. Pabst of Houston is a man who'll go 
almost any length to attract attention to his yard. His latest promotion is the ‘‘largest 
timber in Houston” placed atop an old-time log wagon. ‘The log has become such a 
landmark that we are having a picture of it engraved on our advertising postcards,” 


said Pabst. 
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EVERYONE BENEFITS FROM NEW RESIDENTIAL TRENDS 


Dealers, everywhere, are report- Home owners are lavish in their There’s an R-O-W HIGH-LITE size and style just 
ing sales increases of R-O'W praise of architects, builders and right for every window need throughout today’s 
HIGH-LITE Gliding windows — dealers responsible for their hav- beautiful and functional modern homes. 


and really satisfied customers. ing fine R‘O-W HIGH-LITES. 


DEALERS PROFIT BECAUSE: 


SMART STYLING 


PAYS OFF FOR BUILDERS 


“‘Look-Alike”” homes may be easier to build, but today they are 
much harder to sell. Variations in roof-line, exterior finish and 
windows serve to individualize homes—even those with identical 














floor plans and “features.” 

Even with the same rough opening size, R-O-W HIGH-LITE 
Windows permit a great deal of styling variation. A “picture 
window” opening can, for example, be filled with twin gliding 
units, or a fixed glass center plus operating side units. The com- 
binations, and size variations within the combinations, permit 
maximum styling individuality. Muntin-bar cut ups add flexibility. 





~ 


natin - REMOVABLE 
| he hie HIGH-LITE 
In all sizes, styles and combinations, these operating windows are removable from 


inside the house for easy cleaning, painting or reglazing. They eliminate the risk of GLIDER 
climbing ladders or balancing on sills. They operate smoothly even in the hard to reach 

laces above kitchen sinks or furniture. 

The R-O-W spring-pressure mechanism, which permits sash removal, also insures 
a snug, year-round fit. They are designed for better living—for the life of the home. 


4p. hil) 


R-O-W SALES COMPANY ¢ 1321 ACADEMY, FERNDALE, MICHIGAN 








This 

man 

IS 
carryin 


29 
shingle . 
Samples... 


He’s on his way to show you a variety of 
Carey shingle lines and colors. 


What’s so different about this? It’s just that this 
salesman is prepared to display Carey Shingle 
designs for every kind of sloped-roof building, and 
all the colors, just as they appear on a roof. 

He won’t clutter up your office with 500 pounds of 
sample boards. He won’t take your precious time 
while he man-handles heavy samples. 


This man displays his Carey» shingle lines 
the NEW Carey way ... In life-size, 
full-color, life-like reproductions. 


Each of the 29 Shingle Samples in this man’s port- 
folio is a 20” x 26” panel. 
Each panel is a life-like reproduction, in full scale 
and full color, of a section of roof laid up with 
Carey Shingles. The original 29 panels weighed 
over 500 pounds yet the complete set of reproduc- 
tions in the kit weighs approximately 15 pounds. 
Now Carey Roofing Shingles can be shown in 
the new and modern way—The Carey way. 
Now you can see all the lines and all the colors, for 
better color coordination and more 
harmonious design. 


Plants at 





This man : 
He’s using the new Carey COLORDINATOR 


IS r ecommending and the Carey shingle sample portfolio. 


What’s so new about this? 
+ . For the first time the building materials industry 
color coordination has a coordinated color system which cross- 
references roofing, siding, accent and trim colors for 
comprehensive exterior decorating plans. 
for This new Carey System establishes the color 
compatibility of Carey Roofing Shingles with 
all other color influences in building exteriors. And 
{ 1 the man who’s demonstrating how to select and 
eX erlor coordinate these colors is Mr. Howard Ketcham, 
one of America’s leading color consultants, who 
s designed the Carey Color Coordinated System. 
decoration "is Cae Mr. Ketcham is using the Carey Cdlordinator 
to suggest body, accent and trim colors that har- 
monize with a Carey Roofing Shingle Sample in 
the salesman’s portfolio. 
The combination of the Carey Shingle Sample 
Portfolio and the Carey Color Coordinated Sys- 
tem will aid architects, builders, lumber and 
building supply dealers, and home improvement 
contractors in the selection and recommendation of 
compatible colors and shingle designs for every 
building type. Your Carey representative is now 
showing the new Carey Shingle Samples and the 
Color Coordinated System. If he doesn’t get around 
fast enough for you, give him a call. Or, write the 
Advertising Department for a brochure. 


THE PHILIP CAREY MFG. COMPANY, Lockland, Cincinnati 15, Ohio 


Better Products for Building Since 1873 


Cincinnati, Ohio . Perth Amboy, New Jersey . Houston, Texas . Wilmington, Illinois . Memphis, Tennessee 





the market »> 


wood cores 
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AMERICAN LUMBERMAN 


SPECIAL 


“They Said It Couldn’t Be Done” 


Imost every evening on television the above line 

becomes selling copy for a prominent cigaret 
manufacturer. A view of Fulton struggling with the 
first steam ship dissolves into the giant U. S. Ameri- 
ca... a soaring jet liner supplants Wright’s first 
plane at Kitty Hawk. They said it couldn’t be done 
. . - but look here it has happened . . . they were 
wrong. 

We feel somewhat in the same mood when dis- 
cussing the expanded national programs to promote 
wood. Plenty of people said it couldn’t be done for 
a lot of reasons; many, as time has proven, specious. 

First, they said the money couldn’t be raised. The 
mills were just too doggone poor to ante up lots of 
cash. The purveyors of this theory simply failed to 
appreciate the basic intelligence of the nation’s lum- 
ber producers. A man facing a tough situation fights; 
he doesn’t melt away before competitors. We should 
add that running a mill usually fosters a spirit of 
independence and that it takes salesmanship to sell 
the simple idea of close industry cooperation. 

Second, and this has been a chestnut for years— 
they said lumber couldn’t be merchandised. Frank- 
ly, this bromide has long been the refuge of mug- 
wumps and tail sitters. It flies in the face of the 
reality of life. No one would deny, for example, that 
the gypsum people haven’t merchandised dry wall. 
Or again that the brick industry hasn’t done a success- 
ful job with a basic material. The same goes for the 
cement producers . . . they’ve all taken a drab prod- 
uct and truly merchandised it to builder and the 
general public. And we say more power to these 
smart operators. 


oth these two arguments of the “couldn’t be 

done school,” should be in for further blasting 
as this program swings into action. Mills experienc- 
ing increased sales will make wood promotion a 
“must” in their budgets. Mills’ customers will show 
what can be done with merchandising when they 
are given a promoti ual support. 

The only feature that’s a drawback with such a 
program are the freeloaders . . . the people who en- 
joy the benefits, but give nothing in return. This 
is their privilege, of course, but every mill customer 
also has the right to buy selectively from the more 
progressive producers putting something into the pot. 

It should be very evident at this stage that in a 
matter of months dealers and wholesalers of wood 
products have a very real obligation to fully partici- 
pate in the wood promotion program. The other 
building materials mentioned above have big adver- 
tising programs, but their strength lies in sound local 
promotion taking full advantage of available sales 
materials. 

There is every indication that the support will be 
immediate and satisfactory to the mill. Retailers are 
ready, for example, to promote wood schools, better 
homes of wood, the untapped potential in remodeling 
where wood’s flexib’lity is a decided advantage. 

A dealer the other day in discussing what he might 
do to tie in with the program asked us if we sug- 
gested he display 2x4’s and other basic lumber items. 
The answer, of course, is no . . . they belong in the 
shed, perhaps on a self-service basis. Self-service bins 


for do-it-yourself trade are displays in themselves. 
Small sample boards make some sense, especially on 
millwork; easy-to-understand wall charts, generally 
available, are often enough to explain grades and 
types of lumber. 

As the Wood Promotion Program unfolds, it will 
become evident that the basic theme is to sell wood 
strictly on its merits—something often overlooked 
by sentimentalists for wood who think only of the 
good old days. In its simplest sense, this means sell- 
ing structural lumber not in the familiar way, but 
with a backdrop of new engineering ideas like com- 
ponents, trusses, laminated beams and fully-treated 
lumber. When beauty enters the picture, the sales 
slant will be again on the new improved finish mate- 
rials, prefinished woods, easy application methods. 

Mills will bring the basic sales story on wood to 
your customers, but the dealer must still close the 
sale. Only he can provide intricate, helpful details 
on lumber needed for a favorable buying decision 
by the public. Fortunately, the new promotion plan 
by the mills calls for placing in the dealer’s hands 
many long-needed sales tools. The ammunition on 
promoting schools, for example, will find ready use 
in many communities. 


hile boning up on new application ideas for 

wood, it is well to consider possible improve- 
ments at the point-of-sale. The exterior of the store 
possibly could be re-sided or faced over with new 
siding in a natural finish. 

Within the store, we highly recommend a good- 
sized, fully equipped planning center with an ar- 
ganized area for house plans, remodeling idea books 
and literature. If the store is small, we suggest look- 
ing into a swinging panel sample display using the 
30”x8C” size recommended by NRLDA for which 
many display kits are now available. 

It may be necessary to warehouse or clear away 
slow-moving merchandise to make room, but you 
will never regret greater emphasis for an area which 
encourages big-ticket purchases. 

Individual displays on wood should adequately 
cover paneling, hardwood flooring, millwork items, 
sidings, etc., in a decorative and informative man- 
ner. Proper signs are especially important and often 
neglected in many yards. In revamping, display 
windows deserve special attention. We have run sev- 
eral features on sliding window files, but still find 
many dealers using individual, ungainly samples on 
legs. Because we feel the newer, more compact dis- 
play idea has great merit, a reprint is offered with- 
out charge, on request. 

The continuation of a wood promotion program 
on a permanent basis largely depends on the support 
and the sales results in the year ahead. We believe the 
timing, the campaign itself, the growing enthusiasm 
for the plan by all concerned, will make it success- 
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Smart Lumber Selling—NATIONAL PROMOTION 





Total Wood Promotion Effort $8 Million 


NLMA will spearhead the joint campaign to fight substi- 
tutes, but millions more will be spent for promotions by regional 
associations and brand-name manufacturers. 


Last month at American Lumber- 
man’s request, the National Lumber 
Manufacturers Association compiled 
for the first time the annual expendi- 
tures for promotion of lumber and 
wood products. 

The total, with the new NLMA 
Wood Promotion Program added, 
came to nearly $8 million dollars 
specifically $7,978,046. This figure 
generally is believed to be on the 
conservative side. 

Our reaction, as it will be with many 
lumber dealers, was first of all one 
of surprise. Obviously more should 
be done to keep retailers and the 
press fully informed on specie and 
individual mill promotion programs. 
This is widely done by competitors of 
wood—metal, masonry and _ plastic 
building materials. 

Here are the details on expendi- 
tures: 

Brand Name Advertisers: 


Space advertising & 
Production 
Merchandising, Lit- 
erature, Publicity & 
Other Supporting 
Materials 

Total expenditure Brand 

Name Advertisers ....$3,125,000 


Regional or Species Program 


$1,875,000 


1,250,000 


Space advertising & 
Production 
Merchandising, Lit- 
erature, Publicity & 
Other Supporting 
Materials 

Total Expenditure Re- 

gional or Species 


1,349,716 


*Taken from Scott Report 
Other Associations 


Space Advertising & 

Production $1,093,750 

Merchandising, Literature, 

Publicity and Other Sup- 

porting Materials 
Total Expenditure Other 
Associations 


437,200 
*$1,530,950 


*Projected Totals based on paid 
space schedule 


RECAP: 
Brand Name Program . . $3,125,000 
Regional or Species 
2,261,096 
1,530,950 
1,061,000 
$7,978,046 
In reviewing these figures, it is sig- 
nificant that brand-name mills, re- 
gional or species programs and other 
lumber associations spend a high per- 
centage of their money for space 
advertising—both in trade and con- 
sumer publications. It looks like this: 


Other Associations .... 
New NLMA Program . . 


Advertising Merchandising 





Brand-Name 
Advertisers . 
Regional & 
Species .... 
Other 
Associations 1,093,750 437,200 


Totals . .$4,318,466 $2,598,580 


In discussing their 1959 plans with 
individual associations and_ mills, 
American Lumberman found promo- 
tion budgets about the same as this 
year and largely of similar character. 
Typical comments follow: 

Douglas Fir Plywood 

The Douglas Fir Plywood Associa- 
tion’s dealer promotional aid program 
is being expanded to touch on all 
phases of dealer sales, from minor 
do-it-yourself sales to projects as large 
as completed houses. 

The response to DFPA’s home plan- 
ning center, sponsored jointly with Na- 
tional Plan Service and Lumber Deal- 
ers Research Council, has led to the 
development of new home designs to 
go with the 10 Chris Choate homes 
featured this year. Promotional ma- 
terial on the new homes will include 
the same type of material already in 
the home planning center merchandis- 
ing kit—punch-out scale models in full 
color; plastic transparencies for use 
with the kit’s illuminated viewer; a ta- 
ble-top catalogue with full-color illus- 
trations; a set of give-away consumer 
catalogues; and advertising and pub- 
licity material. 


1,875,000 1,250,000 


1,349,716 911,380 





DFPA’s object in expanding the 
home planning center is to help the 
dealer increase the per unit applica- 
tion of fir plywood on lumber fram- 
ing, by providing him with all the tools 
he needs to merchandise homes in a 
wide variety of styles. Priority for the 
new materials will be given to those 
dealers who are participating in the 
Chris Choate program. 

In 1957, 330,000 DPFA colored 
paste-on patterns for outdoor Christ- 
mas cutouts were sold by dealers, 
moving large quantities of fir ply- 
wood in an otherwise off-season. The 
sale of these patterns more than dou- 
bled the previous years sales of these 
traditional Santa, sleigh and reindeer 
figures. These figures will be avail- 
able again this year—plus a good num- 
ber of beautiful additions. 

The 20 cottages and cabin designs 
in DFPA’s_ booklet, “Leisure-Time 
Homes of Fir Plywood,” are being 
added to steadily. The most recent to 
receive publicity was the striking cab- 
in, designed by George Matsumoto, 
that was the subject of an article in 
the August, 1958, Woman’s Day. Sim- 
ilarly new sailboat plans will ensure 
that the dealer remains an honorary 
commodore of the growing DFPA 
“fleet.” 

Southern Pine Association 

The Southern Pine industry is now 
spending, and can be expected to con- 
tinue, nearly $1,000,000 per year 
on advertising and promotion. Almost 
half of this amount is being spent on 
consumer advertising which promotes 
Southern Pine products and refers the 
consumer to his retail lumber dealer. 

Southern Pine advertising points out 
the advantages of wood over other 
materials, not to mention that they 
call attention to the fact that wood 
does exist. 

An important part of Southern 
Pine’s promotional activities is cen- 
tered around the technical and spe- 
cifications assist being given to deal- 
ers. This is based on the belief that 
intelligent selling requires knowledge 
and that, particularly in the case of 
lumber, knowing how to specify the 
right item for the right use and why all 
are important. 

In line with this, probably one of 
the most outstanding helps being given 
to the dealer are the Grading Rules 
courses conducted by the Southern 
Pine Inspection Bureau for lumber 
dealer personnel. During the past 
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twelve years, over 12,000 dealer per- 
sonnel have attended these courses 
which are designed to familiarize them 
with the Southern Pine industry’s 
Grading Rules and inspection services. 
The Bureau continues to conduct these 
courses regularly and in any area 
where there is enough interest on the 
part of a sufficient number of dealers 
and their personnel. 


Red Cedar Shingle Bureau 


Competition came early to the red 
cedar shingle industry. 

The impact of “substitutes” was felt 
by shingle manufacturers 30 to 40 
years ago, when other segments of 
the lumber industry could complacent- 
ly tend to their sawmills and timber 
holdings with little regard or attention 
to marketing and merchandising. 

The competition which ran _ head- 
long into the shingle industry was a 
direct outgrowth of automobile mass 
production. As Detroit factories 
poured out cars, fuel to operate them 
was pumped from the earth. And the 
production of gasoline left huge 
amounts of petroleum by-products, 
one of the foremost being asphalt 
shingles for roofing. 

This is why the shingle industry, 
reacting to the stimulus of competi- 
tion and united under the name of the 
Red Cedar Shingle Bureau, was in the 
vanguard of all other segments of the 
forest products industry with adver- 
tising and trade promotion. 

The Bureau’s current advertising 
program concemrates on four major 
areas—retailer, builder, architect and 
consumer. 

One of the most important is the 
lumber dealer, the person who sells 
the architect and builder. Most of this 
advertising is calculated to sell the 
concept of Bureau-inspected cedar 
products and insure continued use of 
Certigrade shingles, Certigroove ma- 
chine-grooved shakes and Certi-Grade 
handsplit shakes. 

At least three-fourths of today’s 
homes are built on a speculative basis. 
The builder has become the style lead- 
er. His homes are ready-made and 
then displayed for sale. More than 30 
million persons annally visit model 
homes in building tracts and develop- 
ments. Consequently, a major portion 
of Bureau advertising is directed at 
this builder audience. 

Another important influence is the 
architect. His creative efforts are felt 
not only in the construction of custom- 
built homes but also in the design of 
homes for the mass market. As the 
consumer demand for quality grows, 
the architect will become even more 
important. To reach this audience, the 
Bureau regularly schedules advertis- 
ing in the outstandine architectural 
magazines. 

The last group is the ultimate con- 
sumer—the home-buying public. This 
group is selectively reached through 
Bureau advertising in news stand shel- 
ter magazines. 

The Bureau conducts a similar ad- 











vertising program for the Hand Split 
Red Cedar Shake Association. As ad- 
ministrator of the Association’s ad- 
vertising, the Bureau accents the qual- 
ity features and custom appearances 
of hand split shakes. 

An adjunct to the Bureau’s adver- 
tising campaign has been the develop- 
ment of educational literature. The 
100-page Certigrade Handbook, first 
printed in 1936, is now in its 10th 
edition. Authored by Dr. B. L. Gron- 
dal of the University of Washington’s 
School of Forestry, this “encyclopedia 
of shingles, from manufacture to ap- 
plication,” has been distributed to over 
700,000 in the trade. Today it is a 
familiar sight in the offices of dealers, 
builders and architects. It is the out- 
standing book of its kind. 

In addition, the Bureau has distrib- 
uted literally millions of copies of fold- 
ers, pamphlets and blueprints depict- 
ing proper applications of shingles to 
the new and remodeled home. 


Western Pine Association 

For more than 30 years, this Asso- 
ciation has carried on a general pro- 
motion program for member mills and 
the products manufactured by them 
from the 10 commercially important 
species of the region. 

There are many and varied activ- 
ities used but basically the policy has 
been to keep everlastingly at it on the 
basis continuity and repetition will be 
of the greatest benefit to all the mem- 
bers. Indicative of the program’s suc- 
cess is the fact that region’s share of 
the softwood shipments is increasing 
from year to year. There has been 
some notable achievement in creating 
and increasing demand for products 
and species of the Western Pine mills 
such as woodwork, knotty paneling, 
white fir, Engelmann spruce and 
lodgepole pine. 

In the current year, all phases of 
promotion, product improvement and 
development will expend more than 
$900,000 in direct costs. 

Advertising is considered a very es- 
sential part of the promotion program. 
Magazines used are in the shelter 
group of consumer magazines and in 
trade papers whose readership is pri- 
marily architects, builders, contractors 
and retail lumber dealers. Ads cite ad- 
vantages of the species of the region 
or depict some actual installation for 
which they are particularly adaptable. 
All ads invite requests for further in- 
formation or literature. In all maga- 
zines other than retail lumber dealer 
publications, the copy of the ad will 











state the reader’s local lumber dealer 
is the source of supply. For the year 
of 1958, there will be 365 ads, or one 
for each day of the year. Combined 
circulation is well over 100 million. 

Preparation and distribution of lit- 
erature is a very important phase of 
activity. Over 100 different items of 
literature are available. These will 
vary from consumer publications of a 
specific nature to ones of general in- 
terest, to semi-technical and to tech- 
nical items. Distribution this year will 
approach two million copies. 

Western Pine has a field staff of 
nine men located in consuming mar- 
ket areas. They work quite closely 
with lumber dealers and other pur- 


(continued on next page) 
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chasers and specifiers of lumber, ex- 


STAN L by d plaining merits and recommending 

ar wa re uses of the products. They aid the in- 

dividuals and organizations in any way 

they can, which will enable them to 
know and sell lumber better. 

Movies in 16mm size have been 
used for over 20 years. Subjects fea- 

eh - tured are timber supply, manufactur- 
ousth do aroware AS ing processes, product installation and 
: a other pertinent factors. Lumber deal- 
ers, schools and others make extensive 
use of these films for showings to 
staffs, luncheon clubs, civic groups, 
church groups and other interested 
organizations. 

These same movies are shown quite 
extensively on television. Every day 
one or more television stations run 
the Association films. In the next few 
months there will be announced a new 
television program titled “Building 
America.” The Association will be 
featured on four of the programs in 
this series. We also have available a 
series of one-minute, full-color theatre 
ads which dealers use quite extensively. 

Recently the WPA publicity pro- 
gram was enlarged to furnish news- 
papers with feature articles on a reg- 
ular basis. Consumer magazine editors 
are told of availability of material for 
feature articles. 


vee canoe oven rom commere conve! meommaron 





6é *n 59 West Coast Lumbermen’s Association 
Easy- oes-if program While supporting the NLMA wood 
promotion program to the tune of 

some $400,000, the West Coast Lum- 


sells household hardware bermen’s Association will continue to 


pour $900,000 annually into the ad- 
vertising and promotion of West Coast 
, lumber. The spending of the bulk of 
The products are right, and so are the eye-catching, yellow-and-black this sum is geared to help the retail 
Visual Packs! And Stanley has put them together in a complete mer- lumber dealer. 
chandising program that every dealer can use! All of WCLA’s national magazine 
Now you can display always-popular household hardware on your advertisements invite the reader to 
wall or counter — wherever you have a pegboard — or on the mer- “visit your retail lumber dealer.” These 
chandiser furnished by Stanley free with introductory assortments. full-page, full-color ads appear in such 
Layout guides make it easy to group related items, stimulating magazines as Better Homes and Gar- 
impulse sales. You’re also given a set-up instruction folder, sold-out rar’ a gy org vig § tae ted 
cards, return cards and re-order forms free with your first order. caters Tine eiticns Ot potential 
— : ‘ customers throughout the eg oom 
i mivali . tt to oe States are regularly reminded that their 
Pnenpmine ss stands horizontally \ ye I : ‘ local retail dealer is a center for home- 
(as in top photo) or vertically, dis- | building ideas. 
plays hardware on both sides. Or ae In addition, WCLA advertises ex- 
aan eee ices 7 le tensively in farm magazines and in 
8 wits ats ye a ff : builder and architectural publications. 
venient pegboard, as shown Te esetntieee Sect ier: West Coast lumber grades and uses 
neat itititenett are described in detail in Sweet's File, 
which goes to 25,000 builders, 12,000 


For complete details, write Stanley ~ ae ip ’ architects and 17,000 light construc- 
Hardw: Divisi f The S hen : : } tion contractors. 

om os ee ns . rag he : foul Theme of current WCLA’s con- 
Works, 129 Lake St., New Britain, as i | \f sumer advertising is “Live Better In 
Connecticut. aw ; A Home Of Your Own.” This has 
been commended by the National 
Association of Home Builders as an 
AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY outstanding example of cooperation 
between manufacturers and the build- 


STANLEY ee 
WCLA publishes some 90 different 


items of promotion literature and dis- 
This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric tributes mor e than two million cop ies 
tools « builders, industrial and drapery hardware « door controls « aluminum windows « stampings « springs annually. Virtually all of these are 
+ coatings « strip steel « steel strapping—made in 24 plants in the United States, Canada, England and Germany. suppl ied to retail dealers without 








at right. 

















(continued on page 87) 
Circle No. 27 on Coupon, page 88 
September 29, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Smart Lumber Selling—NATIONAL PRCMOTION 





NLMA Launches Promotion Drive 


Worried over the inroads of brick, metals and plastics, the lumber 
mills will spend over $1 million annually in a fight to retain its markets. 
Nearly $7 million more will be budgeted by individual mills and specie 


associations. 


By N. Floyd McGowin, President 
National Lumber Manufacturers Association 


The lumber industry is faced with 
a challenge it no longer dare ignore. 

This challenge has come from the 
manufacturers of competitive mate- 
rials—steel, brick, plastics, aluminum 

and other prod- 
ucts that have 
toppled lumber 
from its once- 
dominant position 
in the market 
place. 

To meet this 
challenge, we 
have developed a 

Floyd McGowin positive, coordi- 
nated plan of action. This plan must be 
carried out, not just by one branch of 
the industry, but by everyone who has 
a stake in lumber’s future. 

Alongside the manufacturer must 
stand the wholesaler, commission sales- 
man, retailer, timber grower, fabrica- 
tor, converter and jobber of lumber, 
plywood, millwork and all other wood 
products. 

Even the woodwork teacher and the 
manufacturer of machinery used by 
the wood products industries must be 
enlisted in this cause. 

No longer do we have a choice. 
Unless we develop a joint approach 
to common _ problems—unless_ we 
mount a joint attack against our com- 
mon enemies—the opposition will con- 
tinue to grab off wood’s historic mar- 
kets and the lumber industry will be 
reduced in stature. 

Budget breakdown. Realizing this 
situation, the nation’s lumber manu- 
facturers—througa the National Lum- 
ber Manufacturers Association—are 
launching a national wood promotion 
program at a cost of $1 million or 
more annually. 

This program will be in addition to 
the nearly $7 million or more, which 
NIyMA’s regional associations and in- 
dividual manufacturers already spend 
each year to advertise, merchandise 
and otherwise promote their products. 
Here is a breakdown of the money 


already being spent to supplement the 
new NLMA program. 
Brand Name Advertisers 
Space advertising & 
production 
Merchandising, litera- 
ture, publicity & oth- 
er supporting materi- 
als $1,250,000 
Total Expenditure, 
Brand Name Advertisers $3,125,000 
Regional or Species Program 
Space advertising & pro- 
duction $1,349,716 
Merchandising, litera- 
ture, publicity & other 
supporting materials 
Total expenditure regional 
or species program *$2,261,096 
*Taken from Scott Report 
Other Associations 
Space advertising & pro- 
duction 
Merchandising, litera- 
ture, publicity & other 
supporting materials 
Total expenditure other 
associations 


$1,875,000 


$ 911,380 


$1,093,750 


$ 437,200 


*$1,530,950 
*Projected Totals based 
on paid space schedule 
New NLMA Program $1,061,000 

Total $7,978,046 
One point cannot be overempha- 
sized: our new million-dollar program 
will in no way duplicate these other 
excellent efforts. The new program 
will spearhead and tie together the 
various species and brand-name mer- 
chandising programs. 

Our program 
has been planned 
by a 35-man Na- 
tional Wood Pro- 
motion Commit- 
tee with A. B. 
Hood, vice-presi- 
dent and general 
manager of the 
Ralph L. Smith 

A. B. Hood Lumber Co., An- 
derson, Calif., as chairman. Chairman 
of an advertising and merchandising 
subcommittee is Jack Fairhurst, vice- 
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president and general manager of the 
Fairhurst Lumber Co., San Rafael, 
Calif. 

Heading a technical promotion sub- 
committee is E. C. Rettig, executive 
vice-, resident of Potlatch Forests, 
Inc., Lewiston, Idaho. Chairman of a 
subcommittee on Intra-Industry Co- 
operation is T. H. O’Melia of the 
Scotch Lumber Co., Fulton, Ala. 

Our job will be the all-embracing 
one of pre-selling the customer on 
wood, as opposed to competitive ma- 
terials, so that our regional associa- 
tions and individual companies can 
move in and promote their particular 
brands and species. 

Advertising in leading trade maga- 
zines and top opinion-molding publi- 
cations will be an important part of 
this new program. Direct mail pro- 
motion to merchandise our advertis- 
ing is also scheduled. 

Another phase of the campaign will 
involve an expansion of NLMA’s 

(continued on next page) 











MEDIA ISSUE DATE 


Alternating 
months 
1959-1960 


School Management 
6 single pages BW 


CIRCULATION 


Architectural Record 
Architectural Forum 
American Builder 
Practical Builder 
NAHB Journal of 
Homebuilding 
House & Home 
Life 


Nation‘s Schools 
School Management 








work in the field of building codes 
and fire insurance rates to eliminate 
discriminations against lumber and 
wood products. 

Diversified program. Other parts of 
the program provide for: 
* A technical promotion field staff to 
work with architects, engineers, con- 
tractors, school officials and others 
who influence the use of wood. 
* Stepped-up activity in all major 
areas of public relations—to include 
increased preparation of booklets and 
brochures, films, trade and product 
publicity. 
* A special effort to encourage high 


school and college students to become 
more familiar with, and thoroughly 
understand, the technical aspects of 
lumber and wood products. 

The central theme of this broad 
merchandising program will present 
our product in an atmosphere of new 
excitement, emphasizing wood’s appeal 
to the senses and its new potentials 
as a basic material. 

This theme will be directed toward 
all segments of the economy—con- 
sumers, builders, architects, engineers, 
school officials, federal, state and lo- 
cal regulatory agencies, lumber dis- 
tributors and allied groups. 

A word of caution: this million- 


dollar program, far smaller than the 
promotional budgets of many _indi- 
vidual companies in competing indus- 
tries, will not in any sense solve all 
our merchandising problems. 

The greatest value of this effort lies 
in the fact that it represents a base— 
a firm foundation upon which to build 
a solid merchandising structure to ben- 
efit all segments of the lumber indus- 
try. 

This structure must be the work of 
many minds and many hands. As the 
designers, we have a great and solemn 
responsibility. 

I suggest we start to shoulder that 
responsibility—together—now. 





It is gratifying to me as president 
of the National Retail Lumber Dealers 
Association to see initiated the new 
Wood Promotion program of the Na- 
tional Lumber Manufacturers Associ- 

ation. 
Lumber dealers 
throughout the 
United States are 
spending millions 
of dollars adver- 
tising their retail 
businesses and are 
always looking 
4 for the right kind 
ee O'Malley and type of ad- 
vertising from the lumber industry. 
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By J. C. O'Malley, President 
National Retail Lumber Dealers Association 


Therefore, the promotion and adver- 
tising material developed by the 
NLMA, the brand name producers of 
lumber and the various regional and 
species promotional and advertising 
programs, will be most welcome. 

The retail lumber dealer is usually 
a leader in his community and is will- 
ing and able at all times to be the con- 
tact man on any promotion program 
which might be developed by a lumber 
manufacturer or association. 

For example, the wood school pro- 
gram, laminated wooden beams and 
well-insulated frame quality construc- 
tion, are a few programs in which he 
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Promotion Most Welcome’ 


can be the key to successful promo- 
tion. 

Also, being a leader and knowing 
the officials in the state, county, and 
city governments, he is a logical con- 
tact man to dSsist in code revisions 
and modernization, always with the 
thought in mind the ultimate use of 
quality lumber and lumber products. 

American Lumberman is to be con- 
gratulated for pointing out that nearly 
$8 million dollars will be spent to 
promote wood. I feel certain that the 
retail lumber dealers of the United 
States can easily double that amount 
in their advertising and promotion 
during 1959. 
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The Plus Differences 


PLATEBOARD 


THE IMPROVED HARDBOARD 


' () choices in popular 


woodgrain 


... for smart appearance, new economy 
in a wider range of applications! 





You get more to do more with—from Abitibi! Example: The 
distinction of wood-graining in Plateboard— the improved 


hardboard . . . in five pattern choices, all available in both Oak 


and Walnut finish! It is market-minded Plus-Differences like oe 
research in wood chemistry 


this that make Abitibi your new best bet in hardboard! Why 
not write us for further information—today' ed ong et iar 


GENERAL SALES OFFICES teams with sales alertness to market needs to 


Penobscot Building, Detroit 26, Michi 
ABITIBI CORPORAT.ON idanviecturing Plant, Alpena, Michigan create the important new advances in Plateboard 
and Insulation Board Products. All available in 


mixed shipments, assuring rapid delivery to you. 



































And new building seals : 
i months ahead. 
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X 


in Fir Plywood 


DFPA-first again to open new markets for you 
New vacation cabin promotion fits the trend to leisure living. Tie-in for profitable plus sales. 


4 2. Cabin Plans *designed 
licity pre-sells idea . . . tells by top architects make your 
your customers “enjoy leisure yard “cabin planning head- 
more in a vacation cabin... quarters.” Order plans for 
see your lumber dealer.” your customers from DFPA. 


3. Sales Tools* include> 
big, full-color idea booklet 
showing cabins, floor plans. 
Also tie-in newspaper ad 
mat for your own promotion. 


*Write DOUGLAS FIR PLYWOOD ASSOCIATION, Tacoma, Washington, for samples and complete information. 





REMEMBER! Stock and sell only DFPA quality grade-trademarked plywood 
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Smart Lumber Selling— NEW USES & MARKETS 


Schools--Churches Offer Big 
Dealer Market 


One of the big markets breaking 
right now for dealers is supplying 
building materials for schools and 
churches. Both types of construction 
are increasing (school volume up 4% 
for first six months of 1958); the pop- 


ulation growth in school-age children 
will necessitate a tremendous expan- 
sion in educational structures. 

Dealer aids available. Fortunately, 
the lumber associations and the man- 
ufacturers are prepared to supply 


ROUND-TABLE CONFERENCE with school board and ar- 
chitect is important step in selling a school job. Clock- 
wise, around the table, are Matt Manley, Jr., Frank - 


Meade and Andrew Christensen, Jr., school board mem- 
bers, Franklin Pierce school; Henry Hewitt, Jr., manager, 
St. Paul & Tacoma Lumber Co.; John Richards, architect; 
Morris E. Ford, superintendent of the school district and 
Edward A. Hansen, school board member. 


plenty of factual sales ammunition to 
the dealer, who is anxious to develop 
this market. 

The National Lumber Manufactur- 
ers Association, 1319 18th Street N. 
W., Washington 6, D.C., has prepared 


SPEEDY MATERIALS HANDLING is part of the service guaran- 
teed by St. Paul. Their equipment ranges from a loading crane 
to lift trucks and regular delivery trucks. Lumber inventory 
runs 5-6 million feet. 


How to Sell School Jobs 


Here is the step-by-step procedure used by a Washington 
state dealer to sell $552,000 in new school construction in 


1957. 


Selling within a 100-mile radius of 
Tacoma, Wash., St. Paul & Tacoma 
Lumber Co. furnished 20 new schools 
and 15 additions to existing schools in 
1957. 

Materials for eight new schools and 
nine additions were sold in the first 
six months of this year. 

Dollarwise, the firm did $552,000 
in school construction last year. Lack 
of funds has cut down school con- 
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a special School Kit of varied pam- 
phlets and folders that will help you 
make an effective presentation for 
wood schools before your local school 
board. 

Additional material on this subject 
can be secured from the Southern 
Pine Association, P. O. Box 1170, 
New Orleans 4, La. A 15-minute mov- 
ie, “Space for Learning,” showing the 
effective use of redwood in school 
construction is available from the Cal- 
ifornia Redwood Association, 576 Sac- 
ramento Street, San Francisco 11, 
Calif. 

Small-town dealers as well as met- 
ropolitan dealers are capitalizing on 
this market already. Close relationship 
with your contractor customers is es- 
sential in getting your share of this 
market. (See “How to Win Contractor 


Business at a Profit,” American Lum- 
berman, April 14, 1958.) 

More church construction. About 
70,000 churches and synagogues will 
be built or remodeled in the next 10 
years at a cost of nearly six billion 


dollars, according to George Cline 
Smith, economist, F. W. Dodge Corp. 

In addition, Smith estimates some 
12,500 parish houses, Sunday school 
buildings and related structures cost- 
ing about $1% billion. ‘ 





1955 1960 


Ages 5-9: 17,151,000 19,152,000 
Ages 10-14: 13,342,000 17,185,000 
Ages 15-19: 11,191,000 13,381,000 





More School Buildings Necessary to Meet Population 


18,734,000 
19,152,000 
17,199,000 


*Estimated population growth in school-age children by USDC-Labor. 


1965 1970 1975 


22,200,000 
19,685,000 
18,749,000 


19,685,000 
18,734,000 
19,167,000 








LUMBER DELIVERED for new junior high school, Tacoma, is 
examined by Don Scheidt, St. Paul salesman, left, and Ken 
Warter, Warter Construction Co., general contractor. School 
project will include five buildings. Construction is concrete slab 
and laminated post and beams; all-wood roof joists; plywood 
roof deck with builtup roofing. Entire job will take 240,000 
feet of framing lumber, 160,000 square feet of plywood. All 
ceiling joists are 2x8 +1 Com&btr.Hem. S2E. 


struction this year to $247,000 for the different or at 
first six months. 


Overcoming the indifference of 


Since our Wood School Forum, 85% 1. 
of the school construction in the area 


LAMINATED BEAMS, lumber and plywood for the Hunt Junior 
High School, Tacoma, resulted in an $81,000 sale for St. Paul. 
Cost per square foot:$10.22. 


received from these sources: 
Published information on State- 
matching funds for school construc- 


best lukewarm. 





school boards to wood construction 
was one of the problems faced by 
St. Paul & Tacoma in its bid for school 
business. 

“Since our Wood School Forum 
last February, I would say the gen- 
eral reaction of school boards and 
architects to wood frame construction 
has been excellent,” says George A. 
Williams, assistant manager, St. Paul’s 
retail division. 

“Prior to that time, they were in- 


has been in wood frame and allied 
lumber products.” 

To successfully promote, sell and 
service wood frame school construc- 
tion utilizing lumber, plywood and al- 
lied materials, St. Paul & Tacoma 
initiated a well-rounded program to 
cover every phase of this specialized 
market. 

Lead sources. Advance information 
of proposed school construction, prior 
to the architectural planning stage, is 
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tion. Source: office of State Superin- 
tendent of Schools. 
2. Local trade papers, Daily Jour- 
nal of Commerce. 
3. Information published by West 
Coast Lumbermans Association. 
4. Close contact with contractors. 
Lead followup. After analyzing this 
advance information on school con- 
struction, a representative of St. Paul 
& Tacoma contacts the local school 
(continued on page 40) 
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board personally or through direct mail 
to present the case for wood frame 
construction. 

Information compiled through the 
efforts of the Tacoma Lumberman’s 
Club covers facts on comparative 
costs, safety, ease of maintenance, 
beauty, speed of construction, etc. 

Additional calls are promptly made 
on the architect appointed to design 
the proposed school. 

“Our representative points out the 
ease of design, availability of products, 
simplicity of future additions and am- 
ple labor supply,” says Williams. 

“If it becomes necessary, we may 
go into costs. In any event, we offer 
to supply the architect with grade and 
moisture specifications.” 

Selling the job. The Associated Gen- 
eral Contractors Weekly Bulletin pro- 
vides a list of all contractors who have 
taken out plans on a job. 

“We keep track of each of the po- 
tential bidders,” adds Williams, “and 
quote prices on the material that we 
can supply. If we receive a complete 
material list from a bidder, we never 
divulge the contents to another bidder. 

“If we notice a considerable dis- 
crepancy in any one list, we call that 
bidder and advise that his estimator 
check the list.” 

Williams says that if a contractor 
has used St. Paul’s figures for bidding 
and has been awarded the contract, 
he will generally respond with the 
materials order. 

“A small majority,” says Williams, 
“will reopen negotiations with the hope 
of getting a better price. We will oc- 
casionally refigure if we know we are 
up against what we term illegitimate 
competition—wholesalers bidding di- 
rect or mills selling direct. 

“We have often supplied a job at 


’ 


MATERIALS TOTALING $13,700 in lumber, plywood and siding were sold by St. Paul 
for North Mason junior high school, Belfair, Wash. Cost of $12.12 per square foot 
includes site work, septic tank, waste and water system, but not land or architect's 


fees. 


a higher price than the competition by 
standing on our past record of qual- 
ity, fairness and service. We hold firm 
on all prices quoted for the duration 
of the job, regardless of any fluctua- 
tion in the market,” adds Williams. 

“Although this policy results in an 
occasional loss, we feel that the gain 
in customer relations is worth the 
risk.” 

Servicing the job. All lumber and 
plywood delivered to the job bears the 
grademark of the West Coast Lum- 
berman’s Association, guaranteeing the 
architect, school board and contrac- 
tor that everything going up on the 
job is according to specifications. 

The contractor and representative 
for St. Paul work out an estimated 
delivery schedule for each item. St. 
Paul’s man checks the job at least 
once a week so that future deliveries 
can be geared as needed. 

“This is one way we take a per- 
sonal interest in each job,” explains 
Williams. “It is vitally important that 
we give top performance, as this is 
our best selling point for future jobs.” 

Another contractor service feature 
is the precutting shed (100’x400’) 
equipped with an overhead crane and 


five cutting saws. The shop employs 
three men, who can cut any item to 
length, then package items for unit 
loads. 

Inventory. Lumber inventory main- 
tained by St. Paul runs 5-6 million 
feet, including a quantity of timbers 
in all sizes. 

Approximately 80% of this inven- 
tory is common lumber; the balance 
is shed uppers, finish stock, kiln-dried 
dimension, decking and molding. The 
firm also carried about 42 million feet 
of Douglas fir plywood. 

Personnel. A manager and assistant 
manager head St. Paul’s inside force, 
which includes three outside salesmen; 
two desk salesmen, one estimator, two 
billing clerks and three women in the 
accounting department. 

The yard crew includes 15 talley- 
men, 11 truck drivers, one yard fore- 
man and three supervisors. 

Mechanical equipment. The materi- 
als handling equipment used by St. 
Paul includes 11 trucks ranging from 
pickups to a semi; one truck has a 
scissor lift bed, which can be raised 
to 12 feet. 

Heavy equipment includes four fork 
lifts, three carriers and a crane. 





Big Projects for Small-Town Dealer 


Small-town, as well as metropolitan 
dealers, can sell good bills of materi- 
als by following church and school 
contracts carefully. 

Pictured on this page are two jobs, 


LUMBER BILL for this school ran about $6,000. Materials were 
sold by Middleton (Wis.) Lumber Co. Completed only two years 
ago, the school is currently being enlarged double this size. 


40 


an elementary school and a church, 
for which the Middleton (Wis.) Lum- 
ber Co. has been a major supplier. 
Middleton has a population of 2,100. 

The $100,000 school job took over 


$6,000 worth of lumber. Currently, 
the church project is responsible for 
about $1,200 in materials monthly 
from the Middleton Lumber Co. 

Close contact with their contractor 
customers, in addition to the sugges- 
tions on followup in the preceding St. 
Paul case history story, helped Mid- 
dleton sell these jobs. 


NEW CHURCH in Middleton will cost about $400,000. Middle- 
ton Lumber is furnishing many of the materials for this project, 
too, including lumber, plywood and fiberglass. 
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POTLATCH FORESTS, INC. 


WARREN. AREFANSAS 


The recent merger of Bradley Lumber Company and 
Southern Lumber Company, both of Warren, Arkansas, 
brought together vast facilities for the production of 
high-quality lumber and lumber products. These facilities 
have been joined and co-ordinated to produce greatly 
increased stocks of Arkansas Soft Pine lumber . . . finest 
in the land for framing, sheathing, sub-flooring, roof-deck- 
ing, paneling, siding, and interior and exterior trim. No 
matter what your lumber needs may be, whether boards 
or precision-milled paneling and trim, Potlatch Forests, 


Inc. (Bradley-Southern Division) is in position to serve you! 


ESTABLISH CONTACT NOW WITH POTLATCH'S 
BRADLEY - SOUTHERN DIVISION AS A SATISFAC- 
TORY SOURCE OF SUPPLY FOR 


REGISTERED 


ARKANSAS 
SOFT PINE 


BRADLEY UTHERN DIVWISION-POTLATCH FORESTS.INC. WARREN, ARKAN 
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Smart Lumber Selling—NEW USES & MARKETS 


Courtesy Weyerhaeser Timber Co. 


TESTING THE MARKET, the new lumber sheathing panel is being used on this house at Port- 
land, Oreg. Fir, hemlock and cedar boards are used in the panels here; other similar panels 
are made of pine species. 


Go after sheathing market with 


New Paper-Clad Lumber Panel 


Producers expect new-type panel, using kraft liner board, 
to stage comeback for wood as a sheathing material. 


“The terrific inroads into the sheath- 
ing market made by plywood and fiber 
insulating boards make it necessary 
to re-promote lumber for this pur- 
pose,” says Steele Barnett, product de- 
velopment manager of Boise Cascade 
Corp., Boise, Idaho. 

A new paper-overlaid lumber panel 


suitable for roof, sidewall and floor 
sheathing has been developed to make 
lumber sheathing available in labor- 
saving panel form. It is now being 
made by several mills. 

The product is made by gluing 
sheathing grade boards between two 
layers of 38-pound kraft liner board. 


Courtesy Boise Cascade Corp. 


LITTLE WASTE results from trimming and cut-outs for doors and 
windows, due to the 2’x8’ size. Most scraps can be fitted else- 
where in the wall. This house at Nampa, Idaho, was sheathed 
with the new panel material purchased through retailer Lloyd 


Lumber Co. 


Individual boards between the paper 
are not edge-glued because it is de- 
sirable to permit each board to move 
individually under the paper face. The 
whole panel, 2’x8’, is put under heat 
and pressure to get a good bond be 
tween paper and lumber. 


Laboratory-developed. The paper- 
overlaid wood sheathing was devel- 
oped jointly by the Western Pine As- 
sociation laboratory, Portland, Oreg., 
the U. S. Forest Products Laboratory, 
Madison, Wis. and the Oregon Forest 
Products Laboratory, Corvallis, Oreg. 

Nominal one-inch thick boards are 
used, producing a panel 25/32” thick. 
No. 4 (Western Pine Association 
rules) grade or its equivalent are per- 
mitted in the panels. No knot holes 
larger than one inch are permitted, 
along with shake, wane and similar 
defects. All waney boards are placed 
with the wane side up in the panel. 
Maximum moisture content is 14% or 
less. The glue used between the over- 
lay and the IJumber is mold and water- 
resistant, meeting commercial stand- 
ards CS 45-55. In manufacturing the 
panels, the pressing makes it easy to 
see knot holes, longitudinal joints and 
other voids through the paper. Ship- 
lap joints are machined on the panel 
edges of some of the panels; in this 

(continued on page 44) 
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because they add distinctive beauty 
and quality to every home 


—— MALTA wood windows are the answer to today’s 
: versatility in home styling. No matter what the type of 
. e architecture or wall construction, your builder-customers 
as can select the MALTA windows or combination of win- 
— dows that will create warm beauty and easy living. And, 
MALTA windows’ adaptability goes even further with 

Town and Country many features for faster, easier installation. 
This combination of style, quality and building econ- 
2 omy from MALTA wood windows adds up in sales and 


It-A-Magi 
— profits. Why don’t you add the MALTA LINE — now! 


Malt-A-Vent 
Get all the facts, specifications 
and prices on the complete 
Malta window line. Malta 
helps you sell with literature, 
data sheets and advertise- 
ments in leading national 
builder publications. Contact 
Malta today for the name of MFG. CO. 
your nearest Malta jobber. Malta. Ohio 


Supreme Quality Since 1901 


Malt-A-Glide Member Ponderosa 
Pine Woodwork Assn. 
and N.W.M.A, 


Malt-A-Matic 
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LUMBER PANEL 


(begins on page 42) 





case, building paper probably is not 
required over the laid-up sheathing. 

Panels are made in two grades: 
“residential” and “construction” or 
“commercial” and are marked ac- 
cordingly. The “residential” grade is 
made of full-length individual pieces 
of lumber. “Construction” panels may 
incorporate two end-matched pieces 
and no individual piece within the 
panel is less than 32” long. The lumber 
used can be of any acceptable soft 
wood species. Tests show that the 
panels do not act as a vapor barrier. 
Insulation value of the material is ap- 
proximately the same as that of stand- 
ard lumber plus building paper: .86 
(“C” factor). 


How to apply. The panels are ap- 
plied horizontally, with vertical joints 
staggered and each panei bridging at 
least two studs. All panels should end 
over a stud. Eight-penny nails are used 
every four inches or at least two nails 
per individual board within the panel 
on all rafters, joists and studs. The 
smooth side of the panel is the face; 
this should be laid toward the outside 
of the wall. When the panels are ship- 
lapped, building paper can be omit- 
ted on exterior walls and subfloors. 
Wood strip finish floor should be laid 


Courtesy Boise Cascade Corp. 


USE AS SUBFLOORING, as well as wall and roof sheathing, makes the new lumber 
panel a triple-purpose material, helping cut dealer inventory requirements. 


at right angles to the run of the pan- 
els. Framing should be corner-braced 
when the panels are used for wall 
sheathing. 


Advantages. Carpenters can erect the 
2’x8’ panels faster than conventional 
shiplap. Since the panels are essen- 
tially continuous wood, they provide a 
good nailing base for siding, shingles 
and flooring. No special fasteners or 
nailing strips are needed. Panels are 
small enough for one man to handle. 
The same material is useful for floor, 
wall and roof sheathing. 

It is reported that the panels, coated 


with form oil, have been used as con- 
crete forms, then used as sheathing 
afterward. This is practical if the forms 
are stripped within a day of pouring. 

Producing mills. Available under 
various trade names, the new lumber 
sheathing panel is being made by Boise 
Cascade Corp., Boise, Idaho; Inter- 
mountain Lumber Co., Darby, Mont. 
and Salmon, Idaho office at Missoula, 
Mont. Blagen Lumber Co., White 
Pines, Calif.; and General Box Dis- 
tributors, Oakhurst, Calif. (Blagen and 
General should be addressed through 
larter, Webster & Johnson, Inc., Fres- 
no, Calif.) 








Trade Mark 


| ww 


Registered 





DOUGLAS FIR 


PONDEROSA PINE— SUGAR PINE 


WHITE FIR 


INCENSE CEDAR 
Annual Production 56 Million 


High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Susanville, California 


ANDERSON, CALIFORNIA 
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BALE headquarters for GYM) me (1!) Sky. [3 ame Adjustable Standards & Brackets 





e FAST RESALE & 


as 


KEYHOLE TYPE 


NICKEL PLATED 
BRACKETS 


All sizes YT’ up to 12’ (rv 


SHIPMENTS MADE PROMPTLY 








KNIFE TYPE 
NICKEL PLATED 


BRACKETS 
All sizes from 4” up to 18” 


ARDS 
an oe 17 (Pd 


SNAP-ON TYPE 

STATUARY BROWN 

CHROME * NICKEL 

Adjustments Spaced 1/;” Apart. 

STANDARDS 

Stock lengths 6 and 12'(r) 

OTHER SIZES TO ORDER 
Lowest Prices! 





WRITE TODAY 


LOW STREE 


Highest Quality §, PARKER HARDWARE MFG. CORP. * 
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Evanite pre-finished 
Vee Plank Hardboard 
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Evanite pre-finished 
Perf-O-Bord Hardboard 


. 
. 

. 

- 

- 

- 

- 

- 

- 

se 
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EVANEER FIR PLYWOOD is preferred by users because of its 

consistently high quality. Both interior and exterior are DFPA 

grade-marked. 

EVANITE HARDBOARD specialities are fast-selling . . . guar- 
— Pa antee a good profit to the dealer. Now available with baked-in 

factory pre-finish in Driftwood Ivory tone. 


Your jobber can receive both Evanite hardboard and Evaneer 
fir plywood in the same carload. 


EVANS PRODUCTS COMPANY 
Dept. S-9, Plymouth, Michigan 


Ae 
VAN s) Evaneer and Evanite are trademarks 
ma! ) of Evans Products Company 
sW 
» 


It pays to buy from your jobber! 








EVANS PRODUCTS COMPANY also produces: fir lumber; ‘“‘Evanite’’® battery separators; 

railroad loading equipment; truck and bus heaters; bicycles and velocipedes; Haskelite 

PUWO0D AND MARDBQARD building panels, Plymeti & doors; Evanite Plywall » SALES OFFICES: Plymouth, Michigan 
Danbury, Conn. « Chicago, Illinois » Los Angeles, California » Tampa, Florida »« Coos Bay, Oregon 





oe sninncni Ui 
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ALABAMA Fordyce Lumber Company Fordyce 
The Allison Lumber Company Bellamy W. S. Fox & Sons Pine Bluff 
Fuller Lumber Company Lewisville 


Olon Belcher Lbr. Co., Inc Brent 
SG Bele tne Green Pond hl Se 
° > . A. Beicher Lbr. Co. irmingham 
The se ml l l SO rf the W. E. Belcher Lbr. Co. Centreville Reynolds & Draper Lumber Co. —_—E! Dorado 
\ Clancy Lumber Company Grayson Sturgis Brothers Manning 
\ Graham Lumber Company Maplesville Urbana Lumber Company Urbana 
P \ — — Pe. — termes Witson Lowber Co gag 
. . ° ay E. Loper Lumber Company Tuscaloosa ! o 
So uthern \ McMillan Mill Company Brewton 
Line Association \ — 7 el Company McShan FLORIDA 
iller an mpany Selma Alger-Sull iT] Cent 
T. Miller Mil Co, Ine. Brewton Sosue Comber S taport te.” Soauavili 
eid Brothers Lumber Company vergreen Mutual Lumber Co. Jacksonville 
can sell you Scotch Lumber Company Fulton Neal Lumber & Mfg. Co. Blounstown 
M. W. Smith Lumber Company Jackson Ocala Lumber Sales Co., Inc Ocala 
M. W. Smith Sawmill Co. Camden Thomas Lumber & Mfg. Co. Quincy 
S - T. — ed 41 ~~ Chapman 
. ummerville Brothers Lbr. Co Aliceville 
Sp S h GEORGIA 
P, out ern Pine: oat S. Turner, Jr., Inc. Mobile Alexander Brothers Lumber Co. Columbus 
. T. Vick Lumber Company Hamilton Augusta Hardwood Co Augusta 
. J. Word Lumber Company Scottsboro The J. N. Bray Company Valdosta 
ARKANSAS & Y vohor tuuner’ or Ocilla 
Bearden Lumber Company Bearden Georgia-Pacific Corp. Augusta 
Bradley-Southern Division Warrer Holly Springs Lumber Co. Atlanta 
Potlatch Forests, Inc. Jeffreys-McElrath Mfg. Co. Macon 
Crossett Lumber Company Crossett Reynolds & Manley Lbr. Co. Savannah 
Dierks Forests, Inc. Hot Springs Rush Lumber Co. Hawkinsville 
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Shepherd Lumber Corp 
L. B. Springle Lbr. Co 
Sullivan Lumber Co 
Tolleson Lumber Co 


LOUISIANA 

J. A. Bentley Lumber Co 
Bernice Hdwd. Co 
L. L. Brewton Lumber Co 
Ronald A. Coco, !nc 
Crowell Lumber Industries 
Harless Lumber Co., Inc 
Hillyer-Duetsch-Edwards, Inc 
A. J. Hodges Industries, Inc 
Hunt Lumber Co., Inc 
L. D. Kellogg Lbr. Co 
Lock-Moore & Co. 
Louisiana Long Leaf Lumber Co 
Martin Timber Co. 
Roy 0. Martin Lbr. Co., Inc. 
Carroll W. Maxwell Lumber Co. 
Olin Mathieson Chemical Corp., 

(Forest Products Div.) 
N. D. Roberts Lbr. Co. 
Sabine Lumber Co. 
Springhill Lumber Company 
Sturgis-Nix Lumber Co 
Tremont Lumber Co. 
Tullos Lumber Co 
The Urania Lumber Co., Ltd. 
Willis Lumber Co. 








K 


pends upon quality. So when buy- 


As a lumber dealer, you 


know your reputation de- 


ing Southern Pine you look for the 


symbol that means conformance to 


high standards of the Southern Pine 


Inspection Bureau, for dryness, for 


strict adherence to grade. 













McRae 
Gainesville 
Preston 
Perry 


Zimmerman 
Bernice 
Winnfield 
Baton Rouge 
Long Leaf 
Lake Charles 
Oakdale 
Shreveport 
Ruston 
Alexandria 
Lake Charles 
Fisher 
Castor 
Alexandria 
Pollock 
Shreveport 


Alexandria 
Zwolle 
Springhill 
Ruston 
Joyce 
Jena 
Urania 
Princeton 


‘J 
Former coal 


Ni’ om 











Pine Association. 


azines like these: 


ee ‘cities = Hanes 
tee ra on wee 
HG BEILDING 






* BOOK OF 








BUY SPa—It’S THE MARK 


Woodard-Walker Lumber Co 
Woodard-Walker Sawmill Co 


Bailey Lumber Co 


Crosby Lumber & Mfg. Co 


The L. N. Dantzler Lumber Co 
A. DeWeese Lumber Co., 
D. L. Fair Lumber Co 
Joe N. Miles & Sons 


Inc 


MISSOURI 


Dierks Forests, Inc 


Fleishel Lumber Co 
International Paper Co 
(Long-Bell Division) 


NORTH CAROLINA 


Evans Lumber Co 


L. R. Foreman & Sons Lumber Co. 


Hutton & Bourbonnais Co. 


W. P. Morris Lumber Co. 


SOUTH CAROLINA 
Dargan Lumber Mfg. Co. 
Flack-Jones Lumber Co., 
Holly Hill Lumber Co. 


Lightsey Brothers 


Carl W. Mullis Lbr. Co 
Russellville Lbr. Co 
Tilghman Lumber Co. 


Inc 


OF A GOOD BUSINESSMAN! 





Taylor 
Heflin 


Laurel 
Crosby 
Perkinston 
Philadelphia 
Louisville 
Lumberton 


Kansas City 
St. Louis 
Kansas City 


Nashville 
Elizabeth City 
Hickory 
Jackson 


Conway 
Monck’s Corner 
Holly Hill 

Miley 

Lancaster 
Sumter 

Sellers 


September 29, 1958, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








But you also look for the SPA mark. 
It means the lumber comes from 


one of the mills of the Southern 


These mills jealously guard your in- 
terests and those of the public. They 


advertise their fine products in mag- 











C. M. Tucker Lumber Corp 


TENNESSEE 
€. L. Bruce Co., Inc. 
Vestal Lumber & Mfg. Co., Inc 


TEXAS 
Allen-Peavy Lumber Co 
Anderson Mfg. Co 
Angelina County Lumber Co 


Angelina County Lbr. Co., Gasper Div.) 


Atlanta Lumber Co 
Beech Creek Lumber Co 
Boettcher Lumber Co 

W. T. Carter & Brother 
Ealand-Wood Lumber Co 
Edens-Birch Div 


Southwest Lumber Mills, Inc. 


Grogan Bros. Lumber Co 
Grogan-Cochran Lumber Co 

Lacy H. Hunt Lumber Co 

Kirby Lumber Corp. 

L. & M. Lumber Co. 

The Lutcher & Moore Lumber Co 
Southern Pine Lumber Co 
Williams Lumber Co. 


VIRGINIA 
Barnes Lumber Corp 
Union Bag-Camp Paper Corp 


The Williams & McKeithan Lbr. Co 
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Pageland 


Memphis 
Knoxville 


Kountze 
Tenaha 
Keltys 
Jasper 
Atlanta 
Warren 
Huntsville 
Houston 
Jasper 
Corrigan 


Conroe 
Magnolia 
Nacogdoches 
Houston 
Willis 
Orange 
Diboll 
Cleveland 


Charlottesville 
Franklin 
Lynchburg 
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Smart Lumber Selling—NEW USES & MARKETS 








From billboard poles . . 


Treated Wood Opens Markets 


A special order for a southwestern 
outdoor advertiser has opened many 
doors to new sales opportunities for 
the Benson Lumber Co. of Bartles- 
ville, Okla. 

Last year Benson ordered a carload 
of penta-treated poles and 2x4s from 
Dierks Forests Inc., for Everett K. 
White & Co., Bartlesville outdoor ad- 
vertiser, which had a new contract 
for an oil company. 

Previously, Benson had not stocked 
penta-treated materials. But the local 
yard was able to compete for the bill- 
board business against distant sources 
“by simply beating the bushes and 
asking for the order.” With its initial 
order from the lumberyard the White 
company completed more than 250 
roadside signs or junior billboards. 

Eugene F. Brown, manager of the 


Bartlesville yard, figured that if the 
qualities of penta-treated lumber and 
poles were so important to the White 
company, then there were other un- 
tapped markets awaiting to be devel- 
oped. 

Ranchers were good outlets so 
Brown stocked a small but diversified 
line and began to promote it by word 
of mouth. One of the first purchasers 
of treated materials was John Thomas 
of the J-T Ranch. He bought two car- 
loads of lumber and posts to build the 
fences you see pictured above and 
corrals. Other ranchers followed suit. 

Brown also spread word of his 
treated wood inventory to architects 
and they have been a factor in penta- 
treated specifications for general con- 
struction. 


: 


TREATED WOOD literature and sales 
aids furnished by Dow Chemical Co. is 
studied by Eugene Brown, manager of 
Benson Lumber Co., Bartlesville, Okla. 








Lumber is King inside the $1 mil- 
lion paper distribution center recently 
completed in Portland, Ore., pictured 
at left. Officials of the paper center 
said that wood was chosen after stud- 
ies revealed it had advantages not only 
in initial cost but also from the stand- 
point of maintenance and use. 

Enough wood went into the beams, 
roof decking, storage racks, bins and 
shelves to make 67 new single family 
dwellings. The structure contains 260,- 
000 board feet of wood roof sheath- 
ing, 2x8 T&G, kiln dried. Some 68,000 
square feet of plywood was used for 
racks and bins. All told, some 673,- 
985 board feet of Douglas fir was 
used. 

Bin construction consists of 3x3, 3x4 
and 4x4 Douglas fir posts with ply- 
wood partitions and plywood shelv- 
ing set on hardwood dowels. Maxi- 
mum bin storage is 8,000 pounds in 
11 square feet of floor area. 


Warehouses: Big Markets 
For Wood Products 
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¥ 
BM Ven-O-Wood 


and ; 


Jakewood « 
tS) ~~ decorative 


a 
Panel-Board & 
smooth... smart... sophisticated - 


DIVISION 
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Philippine Mahogany 
Rift Grain Fir 


Flakewood 


Cedar, Fir, Maple, 
Pine and Philippine 
Mahogany Flake 


2 Announcing: 


Two New Wood Paneling Products 


UNSELECTED BiRCH 
VEN-O-woop 


ECONOMY FLAKEWALL* 





*Trademark 


Mail this coupon for the whole story on these 
outstanding Long-Bell panelings. 


INTERNATIONAL PAPER COMPANY 
Long-Bell Division, Dept. AL 

Longview, Washington 

Please send me a FREE sample of Ven-0-Wood 
and Flakewood, along with complete descrip- 
tive information. 


Name 





Firm Name 
Street. 
City 
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GABLE ENDS are made on wooden jig above. Saw is connect- 
ed with air compressor, enabling it to cut through four 2x4s 
simultaneously. Precut pieces are placed under jig at pre- 
determined positions for easy pickup by fabricator. Final step 
(below) includes scoring plywood paneling and trim. The 
assembly area is in new pole-frame shed with a normal capa- 
city of 1 million feet of lumber. Discarded telephone poles 


were used for erection. 











- 


Smart Lumber Selling— COMPONENTS 


ALUMINUM JIG for truss fabrication was 
designed by Vadnais Lumber Co., man- 
ufactured for them. Guides are welded 
onto aluminum beams. 


with volume home builders. 


“Selling the part instead of the piece” is the retailer's 
answer for mass home builders. With permanent shop fa- 
cilities at the lumberyard, dealers can mass produce wall- 
panels, trusses and other components at a saving to even 
the largest builder. It guarantees volume sales of lumber 
which might otherwise be lost. In effect, the dealer be- 
comes a working partner with the mass developer. 

Such is the case in Springfield, Mass., where KV Homes, 
Inc., has erected 3,000 homes in the past seven years. 

At first, temporary jigs for roof trusses were used at 
each development site by the developer. Today the trusses 
are manufactured in quantity on permanent jigs at the 
Vadnais Lumber Co., Springfield, the builder’s source of 
materials. 

From the production line shown on this page, Vadnais 
Lumber is able to manufacture and deliver sufficient com- 
ponents for six homes daily. Most of the output presently 
goes to an 80-home development in Enfield, Conn. An- 
other nearby site is being prepared for an additional 120 
units. 






Here is a way to become a working partner 































TWO STRAPPED BUNDLES, each containing 15 trusses, are 
needed for each house. Gable ends are later set on top of 
load. Trailer truck, with low body, 35 feet in length, was 
specially designed and built for this operation by Boon Trail- 
ers, Inc., Palmer, Mass. 


TRUSSES FOR TWO HOMES are delivered on one truck, which 
makes three trips daily, keeping pace with mass builder opera- 
tion. Dealer and builder hope to keep delivery at full speed 
until first of year. 


DELIVERY DIRECT TO SITE of each house by lumber dealer 
brings efficiency to building operation. Front-end tractor at- 
tachment has two portable prongs which slide over top of 
shovel, weight of the load holding them in place. Entire trailer 
truck delivery is unloaded in five minutes. 








e Timber 
e Logging 
“ « Sawmilling 
* ¢ Remanufacturing 
/ « Wholesale 


REDWOOD AND 
DOUGLAS FIR... 
FROM OUR OWN 
TIMBER STANDS 


CAL-PACIFIC 


CALM PAC 
REDWOOD 
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Smart Lumber Selling— COMPONENTS 


BEFORE—Usable only a few months each year, AFTER—Quickly framed in and enclosed by means 
the owner of this suburban Minneapolis home of factory-assembled window-wall components, 
decided to enclose his porch, give it 12-month the finished job changes little-used porch to pop- 
utility. ular family room. 


Window-Wall Components for Porches 


Sales-building idea using assembled and glazed wood 
windows, factory-assembled in stud frame openings. 


Saving 42 hours of carpenter labor in enclosing a 
porch is reported by remodeling contractor E. A. Mark- 
strom, Minneapolis, Minn., when he used factory-built 
window-wall components purchased from a local lumber- 
yard. 

“It would have taken us six or seven hours to frame con- 
ventional openings and install windows,” Markstrom says. 
“Using the components, we had the job done in 12 hours.” 

The components used by Markstrom consisted of as- 
sembled and glazed windows, factory-assembled in stud 
frame openings. 

Starting with a level slab, Markstrom fastened the win- 
dow-wall units directly to the slab with masonry nails, 
eliminating sill plate. On the 8’ side of the porch the com- 
ponents had no load to bear; on the 18’ side they replaced 
two existing load-bearing 2x4 headers. With the compo- 
nents in place, exterior and interior finish was applied at 
once. 

“We had no problems in using the components,” Mark- 
strom reported. “They were easy to handle and we secured 
perfectly operating windows with no on-site fitting.” 

The component manufacturer says average time saved by 
trained carpenters comes to about two hours of on-site 
labor per window opening. The components are available 
in a variety of window sizes and styles, two door open- 
ings, all load-bearing. All fit standard 16” stud spacing. 
They are available nationally and in Canada through mill- 
work jobbers serving retail lumber dealers. 


CONTRACTOR MARKSTROM, kneeling, and helper adjust fac- 
tory-assembled component on load-bearing side of the porch. 
Note absence of sill plate; components were nailed directly 
to slab. Photos’ Courtesy Andersen Corp. 
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NOW! GEORGIA-PACIFIC IS FIRST TO 


PACKAGE 
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PANELING, PATTERN, AND FINISH LUMBER 


G-P was first to give Redwood Bevel Siding holds even when loads are dumped! Cuts damage 
package protection! Now it does the same for loss, speeds inventory and customer service. 
other Redwood Uppers. Easy-to-handle packages open for gne-piece 

Heavy-duty plasticized packaging keeps this removal. Wide range of sizes and lengths helps 
superb lumber mill-fresh—clean, unmarked, dry! move this new line fast! Call your local G-P dis- 
Packaging is flexible enough for long lumber, tributor, or write us today! 





Tp a et eh pe 


Georgia-Pacific, Dept. AL958, Equitable Bidg., Portland, 
Oregon. Send information on Packaged Redwood Lumber. 


GRORGIA- PACIEIC name 


City ee __ Zone State 
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Smart Lumber Selling—IDEA DISPLAY 


FINE WOODS along with samples of the 
end product, such as the kitchen cabinet, 
are displayed in this downtown show- 
room by D. J. Slattery, an Elizabeth, N. J. 
firm, which specializes in imported and 


domestic hardwoods. 


“Woods of the World” on Display 


Architects, contractors and homeowners can select fine woods in deal- 


er's downtown showroom. 


LIMBA WOOD was used in this kitchen 
cabinet, which D. J. Slattery is showing 
a prospect in his downtown showroom. 


SPECIAL WOOD (Beneikuscu or camphor 
wood) and Asian cherry wall paneling 
were sold by D. J. Slattery for this men’s 
wear store. 


54 


A downtown showroom for the 
display of fine specialty woods is 
helping stimulate sales for D. J. Slat- 
tery Lumber Co., Elizabeth, N. J. 

Over 100 wood specimens and fin- 
ishes, most of them in solid wood 
paneling, are seen in the new, bril- 
liantly-lighted showroom. Samples are 
identified by overhead captions, ac- 
cording to solids, plywood, etc. 

A sample end product, such as a 
kitchen cabinet, is prominently ex- 
hibited but frequently changed to il- 
lustrate the variety of uses for dif- 
ferent types of wood. 

Pertinent manufacturers’ literature 
is available from a wall rack of per- 
forated hardboard. 

“We realized that our yard and 
mill, which is loeated in an out-of-the- 
way spot, is difficult to get to for 
the average customer,” explains Slat- 
tery, “so we set up this display area 
to make it convenient for builders, 
architects and the average homeown- 
er.” 

In addition to hardwoods, samples 
of moldings, special doors and some 
laminated wood fabricated at the 
dealer’s mill are shown. 

Colored slides in 3-D of about a 
dozen different jobs are helpful in 
pushing sales. Leads are also secured 
from direct mail, newspaper ads, ex- 





eS 
Don't read this...unless — 


you're interested in wood that’s different, 
beautiful — out of the ordinary 


if you're tired of Knotty Pine ond the 
stonderd weeds, ond you're looking for 

gorgeous Mohogeny from the jungles of Africe / 
Teakwoed from the Fer East or exotic weeds of e. 
the World, then we're your men 

Hf your problem is @ Den, Living Room, Ber, Office 

f you're @ commercia! house. or hobbyist looking for 


© wood thet is different—we have it—end os 
reesoneble tee! ” ie 
4) 
vy 


Phone us ond come in ond see our vast selection 
before you decide Sie obligetion, of course 


850 FLORA STREET 
GLIZABETH, NJ 
3-044) 





SAMPLE AD reads: ‘‘If you're tired of 
knotty pine and the standard woods and 
you're looking for gorgeous mahogany 
from the jungles of Africa, teakwood 
from the Far East or exotic woods of the 
World, then we're your man.” 


tensive telephone directory space and 
a display in the Architect’s Display 
Building in nearby Mountainside. 

Each of the 2,000 architects in the 
state receives at least three mailing 
pieces a year. Architects are invited 
to send their clients to the showroom 
to look over the various lines. 
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CROSSETT ROYAL: 


Fa 
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FINEST FLOORING MADEY 


Available in special “nested” 
bundles containing an average 
of 24 board feet. Thirty-five 
bundles, neatly and uniformly 
wrapped and tied, provide 
Crossett customers a packaged 
unit of 840 board feet of 
Crossett Royal Oak Flooring. 
“Nested flooring’”’ is easy to 
handle, easy to store, easy to 
inventory ... and can be 
shipped without delay. 


AT CROSSETT — logs harvested from deep 
shaded hardwood forests are the beginning of 
precision crafted Crossett Royal Oak Flooring. 
This raw material from managed woodlands makes 
possible high standards of quality manufacture. 
Then, skilled craftsmen who have devoted a 
lifetime to working in hardwoods bring out the 
beauty and build in the quality of Crossett 
Royal Oak Flooring. There’s peace. of mind and 
profit, too, in building repeat business with 
Crossett quality. 


COMpAN® 


A Division of The Crossett Company 


oe 8S &BTT. ARKANSAS 








In your store, in your office, in your shed 


.. how well have YOU conveyed the beauty of wood? 


PANELS which sell wood paneling or other lumber products SLIDING SAMPLE BOARDS are modern and compact version of 
the useful sample order-boards. Price tags are inserted in ver- 


can be attractively employed as ‘‘separators’’ between store 
departments, as above at Forest City Material Co., Cleveland. tical molding in display above at Sibley's in Livonia, Mich. 
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4x8 PLYWOOD PANELS can be 
inserted in frame for mass ef- 
fect as at Hillsdale Builders Sup- 
ply, San Mateo, Calif., right. 


GREAT VARIETY of wood panel- 
ing is compactly displayed 
along wall at Villaume Box & 
Lumber Co., St. Paul, Minn. 
Identification tags help custom- 
ers sell themselves. 


< 


SHED DISPLAY brings beauty of 
wood products into any other- 
wise ordinary shed area at Old 
Hickory Box & Lumber Co., 
Nashville, Tenn. 











These are the mills 
of the WEST COAST 
LUMBERMEN’S 
ASSOCIATION 


... united in a National Advertising 
and Promotion Program 
to help YOU sell lumber! 
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NATIONAL ADVERTISING 


Four color, full page advertisements tell the 
story of lumber to building prospects regularly 
in such publications as American Home, 

Better Homes and Gardens and House Beautiful. 
Consistent schedules are also carried in selected 
Architectural, Builder, Farm and School 
magazines. Copy urges readers to “see your 
retail lumber dealer’. 














PROMOTION 


Colorful literature, free newspaper mats, movies, 
theatre trailer, and radio spots are but a few 

of the many aids available to help you sell your 
services locally. Folder outlining all these 
sales tools is yours for the asking. 








THE FIRMS LISTED HERE BELIEVE IN 
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Agnew Lumber Company 
Aloha Lumber Corporation 
Anderson & Middleton Lumber Co. 
Arcata Lumber Services, Inc. 
Armstrong Lumber Company 
Avison Lumber Company 
Bate Lumber Company 
Bauman Sales Co., Inc. 
Baxter & Company, J. H. 
Berkey Planing Mill 
Bohemia Lumber Co., Inc. 
Booth-Kelly Lbr. Co., The 
Broughton Lumber Company 
Brown Bros. Lumber Co., Inc. 
Burrill Lumber Company, Eugene F. 
C. & D. Lumber Company 
Car-Ad-Co Company 
Cascade Pole Company 
Clemens Forest Products, Inc. 
Clements Lumber Co., Al 
Coast Lumber Company Mill 
Coats-Huddleston-Buck Lumber Corp. 
Columbia Lumber Co. of Alaska 
Columbia Woodworking Company 
Cone Lumber Company 
Daugherty, W. H. (White City Div.) 
Davidson Industries, Inc. 
Dollar Co., The Robert 
Dolly Varden Lumber Company 
Double Dee Lumber Company, Inc. 
Douglas County Lumber Co. 
Eastlick Mills 
Eclipse Lumber Co. 
Elk Lumber Co. 
Emmerson & Son, R. H. 
Everett Lumber Co. 
Fairhurst Mill Company 
Farris Lumber Company 
Federal Pipe & Tank Company 
Fortson Mill Co. 
Forward Brothers Lumber Sales 
Fountain Lumber of Oregon, Inc. 
Frank Lumber Company 
Freres Lumber Company, Inc. 
Georgia-Pacific Corporation 
Gervais Lumber Company, Inc. 
Giustina Bros. Lumber Co. 
Globe Lumber Co. 
Green Valley Lumber, Inc. 
Hammond-California Redwood Company 
(Sub. of Georgia-Pacific Corp.) 
Hanel Lumber Co., Inc. 
Harbor Plywood Corp. 
Herbert Lumber Company 
Hills Creek Lumber Co. 





Hines Lumber Co., Edward 
Hulbert Mill Co., William 
Hulbert & Muffly Company, Inc. 
Hull-Oakes Lumber Company 
Hult Lumber Co. 

Huntington Shingle Company 
International Paper Company 

Long-Bell Division 

Johnson Lumber Company, D. R. 
Johnson Lumber Company, Ralph 
Joslyn Mfg. and Supply Co. 
Ketchikan Spruce Mills 

Kimball Bros. Lumber Company 
Kingsley Lumber Co. 

Kogap Lumber Industries 
Koppers Company, Inc. 

Larkins Lumber Company 
Larsen, Clark & Powell 

Larson Lumber Company 
Lorenz Lumber Company 

Lulay Brothers Lumber Company 
Maloney-Chambers Lumber Company 
McCloud River Lbr. Co., The 
McCormick & Baxter Creosoting Co. 
McGrew Brothers Sawmill, Inc. 
McPherson Lumber Co. 

Medford Corporation 

Mid Willamette Lumber Corp. 
Miller Cedar Lumber Co., E. C. 
Miller Lumber Co., |. P. 

Miller Lumber Co., Inc., M. C. 
Molalla Forest Products Co. 
Moore Timber Products, Inc. 
Mountain Fir Lumber Company 
Mt. Canary Lumber Company 
Murphy Creek Lumber Co. 

Neal Creek Lumber Company 
Nettleton Forest Products, Inc. 
Nettleton Timber Co. 
Northwestern Lumber & Mfg. Co. 
Nylund Lumber Co. 

Olson-Ross Lumber Co. 

Olympic Hardwood Co., Inc. 
O’Neil Lumber Co., J. P. 

Oregon Lumber Company 
Orwaca Land Company 

Pacific Lumber Company, The 
Peirce Lumber Company, Al 
Peshastin Lumber & Box, Inc. 
Pine Mountain Lumber Company 
Pope & Talbot, Inc. 

Red Blanket Lumber Co., Inc. 
Riddle Manufacturing Company 
Roddiscraft, Inc. (Humboldt Lbr. Div.) 
Rosboro Lumber Co. 
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Ross Lumber Co., Inc. 
Round Prairie Lumber Company 
St. Paul & Tacoma Lbr. Co. 

(Div. of St. Regis Paper Co.) 
Santiam Lumber Co. 
Seaboard Lumber Co. 
Seattle Cedar Lumber Mfg. Co. 
Seattle-Snohomish Mill Co. 
Sharp Lumber Company, J. F. 
Simpson Logging Co. 
Simpson Redwood Company 
Smith Lumber Co., Ralph L. 
Smith River Lumber Co., Inc. 
Snellstrom Lumber Co. 
Sound Lumber Co. 
Spalding & Son, Inc. 
Standard Lumber & Manufacturing Co. 
Stebco Incorporated 
Stimson Lumber Co. 
Stomar Lumber Company 
Superior Lumber Company 
Swanson Brothers Lumber Co. 
Table Rock Lumber Company, Inc. 
Timber Products Co. 
Timber Products Co. of Oregon 
Timber Structures, Inc. 
Timber Structures, Inc. of Calif. 
Trail Creek Lumber Co., Inc. 
Trinity Alps Lumber Co. 
Trinity National Lumber Corp. 
Tyee Lumber & Mfg. Co. 
Ukiah Pine Lumber Co. 
United States Plywood Corp. 
Valsetz Lumber Co. 
Van Vieet Wood Products Co. 
Walden Lumber Company 
Wauna Lumber Co. 
West Coast Wood Preserving Co. 
Weyerhaeuser Timber Company 
Whipple Mill, E. G. 
Wildcat Logging Company, Inc. 
Willamette National Lbr. Co. 

(Div. of Willamette Valley Lumber Co.) 
Willamette Plywood Corporation 
Willamette Valley Lumber Co. 
Willamina Lumber Company 
Wilson Lumber Company, Steve 
Woodproducts Corporation 
Workman Lumber Company, Paul 
Yoncalla Lumber Co. 





For addresses, key per- 
sonnel and products 
available from each firm 
send for FREE booklet 
“Where To Buy” today! 














DEPENDABILITY, GOOD MANUFACTURING, AND THE FUTURE... 
ASK FOR 
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CONSTRUCTION: 58 ft. glued-laminated arches span 
the showroom at 10’-0” centers with 6” X 10” timber 
purlins at 8’-314,” centers spaning between arches and 
2” x 6” T&G roof decking exposed as a finished ceil- 
ing. Structural columns are 7-1/8” X 12” timber. Glass 
and redwood curtain walls fill in between columns. 


FEATURE: a showroom completely free of columns or 
roof supports results from the use of 2” x 8” and thinner 
lumber, bent, laminated and glued under pressure into 
beautiful ‘pitched beam"’ arches. This showroom is an 
example of modern lumber engineering, adapted for 
an equally functional and handsome structure. 











Troup’s BUILDING CENTER 


OWNER: H. H. Troup and Company, Kankakee, Ill. 
COST: $12 sq. ft. 

SALES AREA: 4,000 sq. ft. 

CONTRACTOR AREA: 600 sq. ft. 

COMPANY & DRAFTING OFFICES: 2,160 sq. ft. 





(Completed March, 1958) 

















Build New Stores With Lumber 


Using lumber as the key material in their new showrooms, deal- 


ers give dramatic emphasis to their leading building product. 


The new stores pictured and de- 
scribed on these pages are among the 
many new showrooms in the United 
States and Canada designed by James 
N. Lindenberger, Chicago architect 
and consultant to American Lumber- 
man. 


Broad Ripple 
HOME BUILDING CENTER 
(To be completed October, 1958) 


OWNER: Dawson's Broad Ripple Lumber 
& Supply Corp., Indianapolis, Ind. 
COST: approximately $12 per sq. ft. 


— 


mt 


They show how retail dealers are 
using lumber inside and outside their 
new showrooms as a permanent exhib- 
it of their principal product. 

Lindenberger’s clients say their new 
or remodeled showrooms, planned and 
engineered for their specific traffic, 


SALES AREA: 2,800 sq. ft. main level; 
2,900 sq. ft. lower level 

SALES OFFICES: 440 sq. ft. 
CONSTRUCTION OFFICES: 2,300 sq. ft. 
—top level 


PATIO SALES AREA: 500 sq. ft. 
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merchandising and storage needs, have 
saved them building dollars as well as 
maintenance costs. 

Modern construction techniques and 
detailing provide more floor space for 
each dollar spent, more efficient 
handling of contractor and homeown- 
er customers and more efficient ma- 
terials handling in the yard and ware- 
house. 

For further information about our 
store design and product merchandis- 
ing service, write American Lumber- 
man, 59 East Monroe, Chicago 3, IIl. 


CONSTRUCTION: Timber skeleton con- 
struction using 2% story column-beam- 
column bents spaced 8-foot centers with 
2” x 6” T & G exposed roof deck. 
Glass or redwood curtain walls fill in 
between columns and native stone end- 
walls brace the structure. 

FEATURE: Standard sizes of construc- 
tion grade lumber assembled on the 
ground form a 2% story frame, which 
was erected and braced in a day and a 
half and quickly decked over. The totally 
exposed timber skeleton is a striking ex- 
ample of the bold use of wood for 
structure and appearance. A wood 
beveled redwood sign pylon is an inte- 
gral part of the building surface. A red- 
wood patio-balcony serves as street en- 
trance and garden merchandising area. 
The main entrance leads into a 3-story 
glass-enclosed peninsular stair structure 
near the customer parking area. 






























































Mesa sis ’ I. N. R. Beatty HOME CENTER 
Tinley Park, Il. 


(Completed August, 1957 
OWNER: |. N. R. Beatty Lumber Com- 
pany, Oak Lawn, Ill. 
SHOWROOM AREA: 2,000 sq. ft. 
BRANCH MGR. & SALES OFFICES: 300 
sq. ft. 
COST: $17 per sq. ft. 






CONSTRUCTION: glued-laminated 5” x 161” wood structural 
bents at 8’-0” on centers, 5” x 6” timber posts and 3” T. & G. 
plank roof deck, with plate glass or fir siding for curtain walls 
between posts. 







FEATURE: The wood structural bents, sometimes called ‘‘sling- 
shot’’ arches, accommodate clerestory lighting at the center of 
the showroom—sales area. These beautiful, almost church- 
like wood roof supports provide column-free floor space, at 
the same time tying the new roof into the one-half block long 
existing lumber storage building. (For further details of this 
building, see American Lumberman, Oct. 28, 1957.) 













Saginaw (Michigan) 
4 HOME CENTER 
vs (Completed October, 1957) 
vr 4 OWNER: The Saginaw Lumber Company, 
Saginaw, Mich. 
COST: approximately $15 per sq. ft. 
SALES AREA: 4,800 sq. ft. 
SALES OFFICES: 1,200 sq. ft. 






CONSTRUCTION: timber 6” X 10” posts and 6” X 16” beams 
framing onto 10” X 28” girders with exposed 2” X 6” T&G 
roof deck. Glass, redwood over frame curtain walls, and In- 
diana stone flagging serve as exterior non-bearing walls. 


FEATURE: The exposed timber and deck construction including 
girders 10” x 28” to 34’ in length dramatize the strength and 
beauty of Douglas fir when carefully detailed as an architec- 
tural solution for a showroom, school, church, office building, 
residence. Not all glass, not all redwood siding, not all mason- 
ry, but the proper balance to fill the openings between timber 
posts and to provide required daylight, wall space and de- 
partmental arrangements within. (For further details of this 
building, see American Lumberman, Oct. 28, 1957.) 





BOOKS 
for CALCULATING 


and 


ESTIMATING 


THE LUMBERMAN’S ACTUARY. By 
John W. Barry. The new revised edition 
has 560 pages. Top Dollar page is now 
$400.00 per M and the starting unit 
price is $20.00 — a total of 461 main 
dollar pages plus pricing units of squares 
such as shingles. You can sell by the 
piece or by the thousand — all from 
the same page and same book at any 
desired price. The cover is durable fabri- 
coid with stiched binding that allows the 
book to lie flat. Tables of nails, kinds 
and quantities required for various work, 
and other tables of information are in- 


cluded. Price $16.50. 


EXPERT LUMBER PRICER. By E. M. 
Hiatt. A page for each price per thou- 
sand, in steps of $1 from $25 to $150, 
and steps of $5 from $150 to $200. 
Along the left side of each page are 
listed by thickness and width the differ- 
ent items carried in the ordinary retail 
yard, and along the top margin are the 
various lengths. Turn to the price and 
find where the item and length lines 
cross, then find price per piece. Price 
$7.50. 


HANDY LUMBER CALCULATOR. A 
useful pocket size manual including a 
lumber calculator for standard sizes, log 
rules, estimated weights of lumber and 
useful miscellaneous lumber tabulations. 
Price 50 cents. 


LIGHTNING VENEER CALCULATOR. By 
Vermeulen. Aid to veneer manufacturers 
and users of veneers for accurate, handy 
and simple calculator. Tables cover all 
dimensions from 1/16 inch to 48 inches 
wide and from 1 inch to 144 inches long. 
Price $5.00. 


Mail This Coupon to: 


AMERICAN LUMBERMAN, INC 
59 E. MONROE ST., CHICAGO 3, ILL. 
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Enclosed is my check in the amount of $ 
the books | have checked below. 
Remittance must accompany order. 
THE LUMBERMEN’S ACTUARY 
By John W. Barry $16. 
EXPERT LUMBER PRICER 
By E. M. Hiatt $7. 
HANDY LUMBER CALCULATOR .. 
LIGHTNING VENEER CALCULATO 
By Vermeulen . 
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END-PRINTING at the Simpson redwood plant, Arcata, Calif., 
with the printer operating behind the random-length end sur- 


facer. 


End-Printing is Sales Aid 


Lumber marking is helping promote quality lumber, 
say mill and wholesale spokesmen. 


Product identification by name is 
considered essential as a means of es- 
tablishing preference for most prod- 
ucts. 

Lumber is not as easy as most prod- 
ucts to identify, but some mills are end- 
printing each piece to register their 
names as producers of a quality 
product. 

Two mills active in this program 
are Simpson Redwood Co., Arcata, 
Calif. and the Medford (Oreg.) Corp. 
Sales managers for these mills are 
convinced that end-printing is a 
valnable merchandising aid for whole- 
salers, retailers and homeowners, as 
well as themselves. 

“We have received orders from cus- 
tomers who order from us because 
they saw our name end-printed on 
lumber in somebody’s yard and liked 
the looks of it,” said W. C. Knauer, 
sales manager, Lorenz Lumber Co., 
Burney, Calif. 


Russ Hogue, sales manager for the 
Medford Corp., says their policy is 
to back up their program of trade 
magazine and direct mail advertising 
by end-printing white fir dimension 
and “everything else that is kiln dried.” 

Two wholesalers who believe end- 
printing is a plus sales aid are E. P. 
Crane, manager, Eastwood Lumber 
Co., Syracuse and Harry H. Beecher, 
Plunkett-Webster Lumber Co., New 
Rochelle, N. Y. 


Crane says both he and his cus- 
tomers would like to see end-printing 
on both ends so that the brand name 
could be seen all the time. Beecher 
claims that end-printing is no longer 
a luxury, but a necessity. 

“We are now reaching a point,” he 
said, “where enough mills are offering 
end-branded lumber to work a dis- 
advantage on those who do not have 
branding equipment.” 


WHOLESALE LUMBER- 
MEN _ examine end- 
printed lumber in their 
warehouse at the East- 
wood Lumber Co., Syra- 
cuse, N. Y. Ed Crane, 
left, warehouse man- 
ager, and George Mill- 
er, warehouse foreman. 
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FINER LUMBER 
THROUGH AUTOMATIC 


OZAN lumber long has been famous for its quality. Ozan lumber 

is finer today than ever before ,. . thanks to automation. 

Ozan lumber is now being produced by one of the nation’s first 
fully-automated sawmills. Lumber from this amazing mill— 

(it's the talk of the industry)—is unequalled for uniform straightness, 
selective cutting and precise milling. And, as always, 

Ozan lumber is DRY! Ozan is proud to offer a finer product... 
manufactured in its brand-new $1 ¥2-million electronically-controlled ‘ye 
“push-button” mill. Try a load of OZAN lumber— 

you'll appreciate the difference! 





The finishing touches 
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that make sales! 


Now in Our 60° Year 


DRAWER SLIDES 


Top quality K-V drawer slides are your answer 
to home building and remodeling profits. They’re 
well designed, sturdily constructed and guaran- 
teed to keep drawers from sagging or sticking. 
Each K-V drawer slide is backed by Knape & 
Vogt’s 60-year reputation for highest quality. 
Ask your K-V sales representative to tell you the 
complete K-V story. 


K-V No. 1300 Lightweight Exten- 
sion Drawer Slide This lightweight 
ball bearing drawer slide has nylon rollers 
for noiseless, smooth and effortless op- 
eration. It is economical and will carry 
loads up to 50 Ibs. Easy to install; comes 
complete with do-it-yourself instructions 
fully illustrated and explained. 


K-V No. 1400 Ball Bearing Exten- 
sion Drawer Slide Provides floating 
extension for heavy drawers. Positively 
eliminates sticking, jamming, sag or 
breakdown even when drawers are heavi- 
ly loaded and fully extended. Has self- 
lubricating, frictionless bearings. Sizes: 
12” to 38” 


K-V No. 1600 Self Closing Exten- 
sion Drawer Slide Closes automati- 
cally when the drawer is within six inches 
of closing. Glides shut easily, noiselessly 
and smoothly on ball bearing nylon rollers. 
Drawer easily removed at full extension 
without removing mounting screws. Com- 
plete instructions enclosed with each unit. 


K-V No. 1700 Extra Heavy Duty 
Extension Drawer Slide Giides out to 
ull extension, even under loads of more 
than 100 Ibs. Allows full use of all drawer 
space. Recommended for heavy-duty 
drawers, all file cabinets and drawers 
holding precision electronic equipment 
such as high fidelity tuners. Frictionless, 
noiseless, easily installed. 


KNAPE & VOGT MFG. CO. 
Grand Rapids, Michigan 
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Buy a yard-made toy chest... 


Makes Dog Houses 
From Lumber Shorts 


Toy chests of No. 3 knotty pine sell well, 
too, for Detroit dealer. 


Mohawk Lumber Co., Detroit, has found a profitable 
use for knotty pine paneling shorts by making precut dog 
houses out of them. 

The dog houses, which are sold cash-and-carry, are 
built in sections which fold flat for easy packaging. Prices 
range from $9.95 to $17.25. 

Sample dog houses exhibited outside the store, support- 
ed by newspaper advertising, have sold over 250 dog houses 
in the past six months. 

Since one good idea sparks another, a similar promotion 
is being used to sell toy chests. Short pieces of #3 knotty 
pine are used to keep the selling price low enough to fit 
an economy market. 

While dog houses sell well the year around, the toy 
chests are a real Christmas bonanza. Based on past expe- 
rience, Mohawk expects to sell about 1,000 of the chests 
next December at $7.95 each. 

Still a third item is miter boxes to sell at 97¢, plus saw 
in a two-piece set, at $2.97. 
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WELDWOOD TRIM STAIN can be applied to doors (above) as well 
as to trim and moldings for color tone that blends with Weld- 


wood Prefinished Paneling. 


PULLS NAIL HOLES, MINOR IMPERFECTIONS, 
MITRE JOINTS QUICKLY AND EASILY 


WELDWOOD PUTTY STIKS, merchandised in this attractive display 
unit, step up your turnover, make correct color-selection easy 
for your customers, 


Two new profit builders from Weldwood 


New Trim Stain and Putty Stiks join the high 
profit line of Weldwood Wood Finishes. 


NEW WELDWOOD TRIM STAINS, ready-mixed, deep-penetrating, 
hard-drying oil stains in 16 colors. Followed by a coat of 
Satinlac, Weldwood Trim Stain offers a simple, inexpensive 
method for finishing trim and doors in a color to blend with 
Weldwood Prefinished Paneling. 

The appropriate shade of Weldwood Trim Stain is recom- 
mended for beautiful finishing in a brochure contained in 
each package of Weldwood Prefinished Paneling. Weld- 
wood Trim Stain lists for $1.95 per quart, with a discount 
of 40% to the dealer. 


You get a full 40% discount on all 
fast-selling Weldwood Wood Finishes 


New Weldwood Satin- New Weldwood Satin- Weldwood Firzite® 
lac® Lightener, a first 


coat for natural finishes Clea 


ing complete finish seals for pickling; 
to prevent the darkening as it finishes. Preserves sealer for interior and ex 

“wet’’ look usual when natural beauty of all terior paints, varnishes 
new wood is finished. It woods. Improved formu as stain when tinted with 
is not a bleach. has more body, less odor rs-in-c 
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lac®, clear, non-yellow stops “wild grain’. White 


WELDWOOD puTTY SsTIKS®, now produced in 16 colors, are 
ideal for filling nail holes and other minor surface defects 
in all woods. Match the shades of all Weldwood Prefinished 
Paneling, as well as other woods after finishing has been 
completed. 
Display units are designed to be filled in two ways: 
e for dealers who feature Weldwood Paneling, all 16 
colors, including those in the new Color-Styled 
Samara® line 
@ for other dealers, a display of 12 colors, which will 
match virtually any natural wood finish. 
List price for Weldwood Putty Stiks is 39¢, with a 40% 


discount to the dealer. 


YOUR SHELF SPACE IS VALUABLE. Don’t waste it on bulky inven- 
tories of slow-moving products. With fast-selling Weldwood 
Wood Finishes, you can supply most of your customers’ wood 
finishing needs. And with the big 40% discount, you get a 
bigger profit per square inch of space, too. ; 


Call your Weldwood representative today, or write 


WELDWOOD’ WOOD FINISHES «ss. 


UNITED STATES PLYWOOD CORPORATION 
Dept. AL 9-29-58, 55 West 44th St., New York 36, N. Y. 
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THE SIGHT IS RIGHT WITH A 


Users of David White surveying instru- 
ments get all their measurements on the 
button. They know they’re right, avoiding 
costly errors. You'll be right too, if you 
stock David White instruments. David 
White has been making surveying instru- 
ments for over 50 years. It is a well-known 
line that has high acceptance everywhere. 


FOR 
BUILDERS 


A big market exists for this versatile, low-cost instrument. 
For determining differences in elevation, plumbing walls, 
laying angles, tiling, drainage. New streamlined styling. 
T8007 Farm and Light Construction Level-Transit. Tripod 
included. Retails for $89.50. 


For Contractors— Heavy-duty instru- 
ment for road and building construc- 
tion. Used to align piers, plumb walls, 
ascertain slopes—for tiling, general 
highway construction, leveling of 
floors, laying angles. 78300 Universal 
Builders’ Level-Transit. Includes new, 
American-style, wide-frame tripod. 
Retails for $217.00. 


For Concrete Contractors—Precision- 
made, modern-styled. Measure differ- 
ences in grade, find proper slope for 
drainage—lay out buildingsites. 78025 
Light Construction Level. Tripod in- 
cluded. Retails for $49.95. 








For Every Customer! Precision- 
made. For rough estimates, pav- 
ing, landscaping, laying out foun- 
dations, drainage, contouring. 
Natural impulse item. Each car- 
ton an effective merchandising 
unit. Builders, farmers, home 
owners—all prospects. 5556 True 
Sight Hand Level. Only $2.95! 


Distributers and dealers being appointed now. Write for complete 
details today, including facts on our time-payment plan that can help 
you close plenty of sales. 


DAVID WHITE INSTRUMENT COMPANY 


Dept. J, 2051 North Nineteenth Street, Milwaukee 5, Wisconsin 
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Smart Lumber Selling— 
TRAFFIC-BUILDING PACKAGES 


Sells Corn Cribs 


From Lumber Culls 


Nebraska farmers save 2/3 the cost of 
a steel crib by making specially-made units 
from marginal lumber. 


Utilizing crooked 2x4’s, Neff Lumber Co., Lexington, 
Nebr., has developed a corn crib that is not only feasible, 
but economical. 

“We sort out 16’ and 20’ lengths, which are bolted to 
welded iron bands (we used old wagon wheel iron tires) 
to hold the crib together,” explains Clarence Neff, who 
with his brother, Raymond, own the lumber firm. 

“Using one band each at top and bottom and one in 
the center, all the farmer has to do is tie a couple of wire 
cables between these bands to prevent any bulging,” adds 
Clarence. 

Last year over 50 such cribs were produced for the 
farmers in the area at a cost of only 1/3 of an equivalent 
steel corn crib. 

Catering mainly to the farm trade, the Neff’s have also 
built and sold over 5,000 brooder houses and 30,000 “A” 
type hog houses. This construction, as with the corn cribs, 
has been accomplished by their regular force during slack 
seasons. 

In business since 1890, Clarence was honored this year 
with a 50-year-membership in the Nebraska Lumber Mer- 
chants Assn. 
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DEALER CLARENCE NEFF, left, visits with a farmer who recently 
built one of the ‘‘new type” corn cribs seen in the background. 
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With (iss) Gerrard equipment... 


“We get unequalled strapping service,” 


says Whiting and Kutch Lumber Sales, 





B ican Whiting and Kutch Division produces 
22,000,000 board feet of lumber a year, and flat 
steel strapping goes around every bundle of lumber 
in the plant. Here’s the kind of service they’ve re- 
ceived from USS Gerrard equipment: 

With a Gerrard Model 40 Stretcher and Model 42 
Sealer it takes only two to three minutes for one man 
to strap a bundle of 2,500 board feet of lumber. Thanks 
to the self-contained Gerrard equipment, the men no 
longer have to carry three separate tools for stretch- 
ing, cutting and sealing. Now it takes only one hour 
for two men to strap a flatcar load, and the company 


Gerrard Steel Strapping Dept., 
United States Steel Supply 
Division of 

United States Steel 
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Division of Kaibab Lumber Company, 


Holbrook, Arizona 


saves approximately 20 minutes on each strapping 
job. The amount of body shifting they have to do in 
these operations is reduced to a minimum. In addi- 
tion, the built-in cutter on Model 40 eliminates the 
protruding scrap ends that are both shoddy-looking 
and dangerous. 

This is typical of the service USS Gerrard Steel 
Strapping equipment can offer to you. Gerrard equip- 
ment can be adapted to meet any of your packaging 
needs, or solve any of your packaging-tying problems. 
General Offices: Chicago, Illinois. 


USS and Gerrard are registered trademarks 


poo SEND FOR THIS FREE LITERATURE NOW!————— 
Gerrard Steel Strapping Department 
U. S. Steel Supply Division 
| U.S. Steel Corporation 
| 2933 W. 47th St., Chicago 32, Ill. 
| Without obligation, please send me the new 36-page 
Gerrard Blue Book of Packaging. 
| OE cov 5. 8's Kc mts ao ce RS pee 
In skh wees ed cde peddle vetoer 
| MN kets, re, esp bs oe we 
Pr NS oF wae 3.3 2% v5 
OP ETEEE ES ASTVLRE Ree Oe EPO ae ad Me 6% Ne Soe Eee 
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Smart Lumber Selling—HANDYMAN SALES 





Lumber Shorts and Self-Service 
Make Jag Trade Profitable 


report that culls and scraps are saleable to 
the bargain-minded do-it-yourselfers! 

Below and on the next page you see how 
dealers are successfully developing 
volume at minimum selling 


“Never ignore the ‘five-and-dime’ cus- 
tomer. His or her satisfaction will bring 
big-ticket lumber business to you.” 

That is the consensus of many lumber two 
retailers. To make a profit from the handy- small-ticket 
man Sales, alert dealers turn to lumber self- costs. 
service and sales of “shorts”. Dealers even 


HANNA LUMBER CO., WHERE— 


Lumber Shorts 


Do-it-yourselfers and contractors 
handling small repair and remodeling 
jobs find a happy hunting ground in 
the shorts department of Hanna Lum- 
ber Company, Tulsa, Okla. 

Prime reason for the popularity of 
the shorts department is the price— 
shorts sell 25% cheaper than regu- 
lar lengths. 

“We have always catered to the 
homeowner,” says H. E. Hanna, 
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OPEN BINS make selection of shorts 
easier. Signs above each bin give dimen- 
sion and price. 


are Big Business 


chairman of the board. The shorts 
department not only carries out this 
policy but it also provides a market 
for shorts that accumulate at Hanna’s 
processing mill. The firm processes 
and stores lumber at an industrial lo- 
cation several miles from its main 
store and pick-up yard. Other items 
sold in the department accumulate in 
Hanna’s carpenter shop. 

Hanna offers shorts in a large as- 
sortment of dimensions in oak, red- 


wood, ponderosa pine and western red 
cedar. Pieces are graded #2, #1 and 
clear. Each width and thickness is car- 
ried in 3’, 4’, 5’ and 6’ lengths. 


Open binning. To make customer 
selection easier, shorts are stacked in 
open bins. The bins are built four 
tiers high, each section of tiers holding 
all four lengths of the same size. The 
three grades of the same size are 
stacked in adjoining sections. A sign 
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at the top of each bin gives size and 
price per piece. 

Shorts are stocked in 1”x2” through 
ae”, ae, init’ and i"siz’ 
and also in 2”x4” up to 2”x12”. Sam- 
ple prices in 1”x8”x6’ are 48¢ per 
piece for #2, 80¢ for #1 and $1 for 
clear. 

Near the bins of shorts, moldings 
in short lengths are stacked in stand- 
up bins, each bin displaying the price 
per lineal foot. Short lengths of ma- 
hogany are also stacked in stand-up 
bins. Here each piece is price marked. 

A hobby box holds assorted pieces, 
most under a foot in length. The cus- 
tomer can fill a jumbo sugar sack 
for 59¢. Sales from the hobby box 
take an upward swing when school 
closes as mothers of small children 
stock up on playthings. Also, as the 
name implies, the hobby box is pop- 
ular with hobbyists. Small pieces of 
plywood sell for 5¢ a pound. 

The shorts department is in the 
lumberyard, but since all customers 
do not come into the yard, Hanna 
also has a limited assortment of shorts 
in its main store. 


Seasonal specials. In the spring and 
summer, Hanna markets flower and 
garden stake bundles. For 49¢ the 
customer can buy a bundle of 18 
pieces of 1”x2”x2’ or 15 pieces 
1”x3”x2’. The flower stakes are also 
sold in the main store. 

Tomato stakes at 49¢ a bundle are 
a good seasonal item. Hanna esti- 
mates they sell 10,000 to 20,000 stakes 
during a season, depending on the 
crop. 

Kindling is a good year-round item, 
says Hanna, because of the demand 
of campers. A sugar sack full of 
kindling sells for 29¢ a bag. 

Hanna estimates sales of shorts ac- 
counts for 10% to 15% of their total 
lumber sales. Not bad for a depart- 
ment that markets largely leftover 
items and also increases customer 
traffic. 


STAND-UP BINS are used for mahogany 
shorts. Each piece is price-marked. 


SELF-SERVICE LUMBER LAYOUT is increasing redwood sales for California 
yard. Bins in background are 10’ wide and 24’ deep. Display racks in fore- 
ground are for smaller items. 


REDWOOD LUMBER CO.: 


Sales Shoot Up 
With Self-Service 


Switching to self-service for cut lumber spelled a phenomenal in- 
crease in volume from the first month it was put into effect at Red- 
wood Lumber Co., San Jose, Calif. Coupled with the sharp rise in 
dollar income and customer traffic was a drastic reduction in oper- 
ating costs. 

“It used to take four men on a Saturday to handle an average of 
150 customers,” said Don Soutar, co-owner with Ken Bacon of the 
yard. “Now two of us do the job on a weekend and there is no time 
and a half.” 

Sales increased 40% in May, the first month the system was used. 
During June and July the increase was at least 25%, the partners 
estimated. 

“Some of our customers have told us that they drive all the way 
across town, passing up service lumberyards much nearer their homes 
in order to buy here,” said Soutar. “And our prices are no lower than 
anyone else’s.” 

The long row of display bins is tied together with a 30-inch high 
facia stained deep red. It was built at very little cost from the inside 
walls of an old house that once stood on the property. Each bin is 
inconspicuously numbered for identification by yard personnel. 

For the benefit of the buying public lumber sizes are posted in 
foot-high numerals cut from hardboard painted white and nailed up 
rough side out. A small placard indicates whether the contents of a 
bin are rough or surfaced lumber 

No attempt is made to designate lumber according to grade. “An 
individual knows what he wants and what it looks like, but he may 
not be familiar with the nomenclature,” said Soutar. “We think this 
way is less confusing.” 

Customers satisfied. Is there any resentment on the part of cus- 
tomers over the loss of the service they used to get? 

“We haven’t talked to anyone yet who doesn’t think this is a better 
system,” Soutar said. “People are used to waiting on themselves in 
supermarkets and drug stores. Here we formerly had stacks of un- 
marked lumber out in the yard. The former procedure was the same 
as you find it in most lumberyards around the country: the customer 
came into the office, told us what he wanted, then we wrote up the 
order. The customer brought the slip out to the yard man—if he 
could find him—got his order, loaded it, then came back into the 
office and paid his bill. 

All those steps are now reduced to just one. We merely tally up 
the bill and that’s the end of it.” 

Another important saving has been achieved by practically elim- 
inating deliveries. Except for unusually large orders, most customers 
take their purchases home with them. 
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NEW OFFICE of Canton operations, left, with new warehouse behind it. Structure at right 
was a feed mill, now transformed into lumber storage. 


Canton’s Program Builds Redwood Sales 


Well-rounded promotion sells redwood for Minneapolis area whole- 
saler; helps retailers sell double the national average of this species. 


Dealer service coupled with inten- 
sive product promotion have built 
the Canton lumber interests of Min- 
neapolis into one of the largest red- 
wood wholesalers in America outside 
California. 

R. E. (Bob) Canton, sales man- 
ager, believes as does his father that 
a wholesaler ought to help a dealer 
in every way possible. Based on this 
belief, Canton has for many years used 
varied and persistent promotion so ef- 
fectively that it has pushed redwood 


consumption in the Minnesota-Dako- 
tas-northern Iowa-western Wisconsin 
area to a level well above that of 
warmer areas. 

Sales Helps. Just how has this been 
done? Sales helps, mostly, provided 
free to dealers served by Canton. Look 
at the list: 

Publications—fence leaflet, pattern 
leaflet, boat plans, all printed on Can- 
ton’s photo offset duplicator. Lumber 
dealers get all they need for general 
use. If they want, say, the fence book 


REDWOOD FOR INTERIORS is vividly demonstrated by firm's office interior 
decoration; all wall finish and milwork here is redwood. 


as an envelope stuffer, they can get 
thousands at a penny apiece—with 
their own imprints. 

—Mats for ads, illustrating such 
items as picnic tables, garden and patio 
items. 

—Window banners, which stress the 
use of redwood. 

—Insignia decals for dealerships’ 
doors and windows. 

—Cooperation with dealers on 
Scotchlite highway signs (about 100 
in the Twin Cities trade area). 

—Plans for erection of fence dis- 
plays at lumberyards. 

The back cover of every issue of 
the bi-monthly Northwest Architect, 
in which redwood use is promoted. 

—Direct mail program—again 
printed on the premises—pieces are 
mailed to 4,500 architects and build- 
ers in the area four or five times an- 
nually, “Not only to encourage use 
of redwood, but the proper use of 
redwood”. 

—Assembled displays of redwood 
samples. 

—Statement stuffers, as many as a 
dealer requires, and any other perti- 
nent literature for a rounded promo- 
tion of redwood. 

—Exhibits at the Minneapolis and 
the St. Paul builders shows. 

—Seminars for personnel of cus- 
tomers—averaging a dozen a year— 
which include a movie on redwood, 
a 20-minute talk about grades and 
uses of redwood, its nailing and fin- 
ishing and a question-and-answer pe- 
riod. 

Fills the need. In addition, Canton 
has in the works a “Redwood Data 
Book”. It'll be loose leaf and include 
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information on redwood qualities, po- 
tential, sizes, suggested uses—in short, 
the answers to any conceivable ques- 
tion a retail customer might ask a 
lumber salesman. 

Why produce this dealer’s redwood 
file? Bob’s answer is evidence of the 
firm’s forward-looking attitude: 

“There’s a need for such a publica- 
tion, and, although we’ve searched all 
over for one, it simply doesn’t exist so 
we're going to put one out.” 

This attitude is not a newly-ac- 
quired one for the Canton interests, 
which include three separate firms 
in Bloomington, a booming — sub- 
urb on the south side of Minneapolis. 
The three: Canton Lumber Sales Co., 
wholesale and carload distributors of 
fir and pine; Canton Redwood Sales 
Co., carload lot distributors of red- 
wood, and Canton Redwood Yard, 
Inc., a distribution yard for redwood 
items. The business was begun nearly 
three decades ago in Minneapolis by 
Edward S. Canton, Bob’s father and 
the firms’ president and general man- 
ager. 

Service is stressed. The organiza- 
tional setup, too, is dedicated to serv- 
ing the retail yard customers in every 








COST-SAVING MACHINES are used in 
Canton's continual sales promotion pro- 
gram. Here president E. S. Canton ex- 
amines new mailing piece made by 
photo-offset press, while in foreground 


envelopes are machine-sealed and 


stamped. 


CANTON’S NEW WAREHOUSE cost less than 





$1.25 per square foot. Ends are of 1x10 V- 


possible way. Although most of Can- 
ton’s shipments go directly to yard cus- 
tomers—Canton’s annual turnover is 
only about five times—customers are 
urged to carry only movable items. 
“The odd-ball items,” Bob explains, 
“they can get from us; we want them 
to use our yard as a supplement to 
car-lot buying.” 

The yard’s facilities are superb. A 
laminated arch type warehouse, com- 
pleted recently, brings total under 
cover storage capacity to 1% million 
square feet. 

The laminated arches in the 120 
foot long warehouse span 66 feet of 
black-topped surface, reaching a 
height of 32 feet. Outside, 1”x10” 
redwood “V” joint is used on the 
hangar-like ends and 2”x8” redwood 
“V” joint on the 36 inch high sides. 
Inside: strings of lights illuminate the 
backs of bins and an intercom system 
connects the building with two other 
storage buildings and the offices. Cost 
of this all-weather facility: less than 
$1.25 a square foot. 

Does all this elaborate and persis- 
tent customer service pay off? Bob 
has an answer to that, too: 

“In the aggregate, we feel that it 
does. We’ve secured a position as the 
dominant redwood factor in this area. 
No other redwood wholesalers we 
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joint redwood. Building has 66’ clear span, 
120’ long. 


SPECIAL LOADING JACK helps boost useful- 
ness of firm's single fork truck; here it holds 
lumber for the piler while fork truck works 
elsewhere. 




















know give dealers so much help; we 
believe we're the largest redwood deal- 
ers outside California. 

“Does all this pay? We've built red- 
wood consumption in this area to 
more than double the national aver- 
age, according to California Redwood 
Association figures. Today’s results 
probably reflect efforts of promotion 
over a period of years.” 





CANTON’S HOME SHOW BOOTH at the 
1957 St. Paul builders’ show displayed 
many homeowner uses for redwood, 
stressed. ‘See your local retail dealer." 
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New! Andersen 


...new component that joins quality window and wall! 


Cuts installation steps two thirds 
Provides tightest possible wall joining 
Easy to handle, easy to sell 

Gives builders lower installed cost 


Fits any type of frame construction 
—including panel systems 


ee a great advance in building technique. A new component 


that makes a quality window an integral part of the house frame. Gives 


you the opportunity to get more orders from present customers. 
Go after business that may have been out of reach before. 


The new Andersen Strutwall comes completely assembled. Load-bearing side 
struts, nailers and lower jack studs have been nailed and glued together at the 
factory. This provides unusual resistance to racking. Gives your customers the tightest 


possible joining of window and wall. Cuts installation from three 
operations to one—from around 22 steps to 7. 


From a profit standpoint, new Strutwalls are phenomenal. They’re shipped 


only 190 per car. You can order fewer units, still get low carload prices. 


You can make a higher profit per installation because you’re supplying a larger 


part of the house. And the builder saves so much on labor he has a lower 


total installed cost. Ever have a better sales story? 


Advance orders indicate a heavy demand for new Andersen Strutwalls. 
We suggest you place your order now. See your Andersen distributor or write direct 
for details and other information: Andersen Corporation, Bayport, Minnesota. 
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Available in 7 sizes, 2 styies! Andersen 
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makes seven sizes of the new Strutwalls, two sizes of 


Strutwall door frames. Window components include both famous Beauty-Line* and Flexivent® styles. 


*Patent pending 





' 


Instalis in minutes, fits tighter! Just cut 
two load-bearing struts to fit header construc- 
tion. Nail Strutwall to adjacent studs. Tilt up 
with wall. It’s that easy. Because all parts are 
nailed and glued at the factory, new Strutwall 
provides tightest possible joining of window 
and wall. 






































Saves labor, costs tess installed! New 
Strutwall eliminates cutting, fitting, assembling 
all of the conventional window parts above. 
Cuts labor so much builders report a good 
saving in total installed costs—even when 
figuring Strutwalls against inferior conven- 
tional windows. 








And ersen a 
e Looks better, more profitable! Andersen 
Beauty-Line and Flexivent styles add extra 
“ni OWA S beauty, sales appeal. In multiple openings, like 
this, there’s also more open giass area, cleaner 


TRADEMARK OF ANDERSEN CORPORATION 


trimmer lines. There’s higher profit, too. Be 
ANDERSEN CORPORATION + BAYPORT, MINN. cause you're supplying a larger part of the 
! house, you make more money per window. 





Smart Lumber 


THE MANY MOTIONS it took 
two men to unload only five 
boards is recorded by placing 
light bulbs on wrists of two 
workers at Mayfair Lumber Co., 
Chicago. 


Selling——-CUT HANDLING COSTS 


MOTION ALMOST ELIMINATED 
as light bulb at end of boom 
attachment on lift truck records 
unloading of unit package of 
iumber containing over 160 
boards. 


New Proof of Unit-Load Efficiency 


And if you need further convinc- 


Light-streak motion study effectively tells the story of me- 


chanical handling. 


Unitized, strapped lumber § ship- 
ments, mechanically unloaded at re- 
tail yards, have been heralded for sev- 
eral years as the answer to mounting 
labor costs, the prime way to make 
lumber more competitive with other 
materials. 

While fanfare has been rampant, 
the actual use of unitized shipments 
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from mill to retailer so far as been 
difficult to appraise. 

Now, however, evidence of the 
progress being made is appearing in 
substantial form. A list on page 77 
gives you the names of lumber mills 
which are currently shipping unitized 
lumber, tabulated by species and sizes 
of packages offered by each mill. 


ing, the recent light-streak motion 
study pictured above should close the 
case. Here is proof, beyond much 
doubt, how mechanical handling is not 
simply a convenience but a necessity 
in reducing operating costs. 

Leonard Keonen, president of the 
Mayfair Lumber Co., Chicago, and 
Howard Carlson of the Signode Steel 
Strapping Co. conducted the study one 
“moonless” night recently at the May- 
fair yard. 
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GREATER 
PROFITS 


Through 
Faster 
Sales 
When you 
Stock 
Simpson 
Redwood 
Siding 


Cash in on the growing demand 
for Simpson Redwood Siding... 
“The wood with the most ability’ 
PAINTABILITY, 
WORKABILITY, 
DURABILITY and 

STABILITY 


> 


CALL YOUR 

SIMPSON 

DISTRIBUTOR 

TODAY ... or write 

to our nearest regional office 
for his name and address 


RELY ON 


SIMPSON REDWOOD COMPANY 
ARCATA, CALIFORNIA, P. 0. BOX 127 
NEW YORK CITY, N. Y., 500 Fifth Ave. 
CHICAGO, ILL., 728 Daily News Bldg. 
CLEVELAND, OHIO, 610 Hanna Bldg. 
KANSAS CITY, MO., 406 W. 34th St. 
DALLAS, TEXAS, 513 Meadows Bidg. 
ATLANTA, GA., 2909 Buford Hwy., N. E. 
Member California Redwood Association 
SR-83 
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DOUGLAS FIR (Old DOUGLAS FIR (Old PONDEROSA PINE 

« Growth) KD Indus- Growth) KD Yard KD Industrial Se- 
trial Clears 4/4, Stock uppers, Floor- lects and Shop 4/4 
5/4, 6/4, 8/4, ing, Siding, Ceil- through 8/4 Rough 
10/4, 12/4, 16/4 ing, Finish. or Surfaced. 
Rough or Surfaced. 


INCENSE CEDAR 
KD Finish, Ponel- 
ing, Boards, Ship- 
lap ond ‘‘Pecky’’ 
Boords. 


SUGAR PINE Fine WHITE FIR KD 
textured KD pot- a Finish, Pattern, 2°’ 
tern Lumber 4/4 VECM, Boards, 
through 16/4, Se- Shiplop and Di- 
lects, Shop and mension. 
Commons, Rough or 

Surfaced. 


PONDEROSA PINE KD Se- PONDEROSA PINE High 
lects ond Finish 4/4 through ® quolity KD 4/4 Finish, 4/4 
8/4 Rough and $2S and 4/4 ond 11/16 Knotty Pine Panel- 
S45. ing, Shelving, Boords ond 
Shiplap. 














FALL AND WINTER, You'll have solid sales 
booking with MEDCO Preferred Quality Lum- 


ber. Customer acceptance is immediate, be- 
cause with MEDCO you offer the cream of 
lumber products and top value. It's depend- 
ably uniform, distinguished by precision mill- 
ing, careful kiln drying, association inspection 
and grading. Production from our 80,000 acre 





DOUGLAS FIR (Old 
Growth) Commons. 
Dimension, Boards e 
ond Shiplap, Plank Growth) Large Tim- 
bers up to 16° x 
16" x 32’. 


DOUGLAS FIR (Old e a ne A aa 
ng, U Rr 
Mouldings, and KD 
PINE Loth, 


and small Timbers, 
Rough or Surfaced 
— lengths to 26° 
on Dimension, 
Plank ond = smoll 
Timbers. 











QUALITY LUMBER 











tree farm at the rate of 350,000 feet daily 


assures an available continuing supply. 


YOU SAVE BUYING TIME, too, with the di- 
versity of MEDCO products and five great 
MEDCO species; textures and grains for nearly 


every building job. 


CHECK MEDCO’S ability to fill your lumber requirements. Buy with 
confidence and satisfaction. Contact a MEDCO representative today. 
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48” WIDE PACKAGES provide maximum loading savings as shown, left, above. After the 
lumber has been unloaded it can be easily re-assembled into multiples of one, two or three 


sections, as pictured above right, where strapping operator is securing a packet consisting of 
VY, of a package. After the strapping is done, he will cut the original package straps. An illus- 
trated brochure, ‘‘Re-strapping Lumber Packages into Smaller Units’’ (Report U6-27) is avail- 


able to dealers from Acme Steel Co., Dept. AL, 135th St. & Perry Ave., Chicago 27, Ill. 


These Mills Ship Unit Loads 


The list below shows the cooperating mills who will ship 
unitized lumber under the NRLDA-NLMA-NAWLA test 
shipping program. The compilation was made by Robert 
Brown, materials handling director of the National Retail 
Lumber Dealers Association. For further information on 





MILL LOCATION *SPECIES UNIT 
f Pc WIDTH 
| Allison Lbr. Co., 
Inc. Bellamy, Ala. SYP 40” 
J. Herbert Bate Co. Wallowa, Ore. DF-L-WF-PP 48" 
Black Diamond P. O. Box 7050, 
} Lbr. Co. Perkins Br. 
i Sacramento, Calif. WF 48” 
iy Crosby Lbr. & 
Mfg. Co. Crosby, Miss. SYP as req. 
i! Dalles Lbr. & Mfg. The Dalles, Ore. PP-IWP-DF-WF 54” 
} Dant & Warnock, 855 Santa Cruz 
i Inc. Ave. Menlo Park, 
i Calif. PP-SP-WF 48" 
Diamond - Gardner California Lbr. 
f Corp. Div. Red Bluff, 
Calif. PP-SP-WF 44” 
Duke City Lbr. Co. P. O Box 1364 
Albuquerque, 
N. M. PP-WF-DF-S 48” 
Elk Lbr. Co. Medford, Ore. DF 24” 
Fortson Mill Co. Fortson, Wash. DF-WH varies 
4) Frost Forest 
¥ Prod. Div. 
| Olin-Mathieson P. O Box 1125 
i Chem. Corp. Shreveport, La. SWP 40” 
Georgia-Pacific Equitable Building 
i Corp. Portland, Ore. DF-WH 24” 
i] High Sierra Pine 
| Mills, Inc. Oroville, Calif. PP-WF-DF-IC varies 
j Intermountain Lbr. P. O. Box 1443 
4 Co. Missoula, Mont. PP-DF-ES-WF-L 48” 
¥ Herman A. Keeton 
H Lbr. Co. Red Bay, Ala. SYP-HDWDS 48” 
Koppers Company, Treated 
‘ Inc. Wauna, Ore. DF-WH-S-C 36” 
The A. Johnson Co. Bristol, Vt. NWP-HM-Bi 42” 
L & H Lumber P. O. Box 362 
} Sales Southerlin, Ore. | DF-C-WF 44” 
; Meadow Valley 
Lbr. Co. Quincy, Calif. WF 
Michigan-Cali- 
fornia Lbr. Co. Camino, Calif. WF 48” 





NRLDA-NLMA-NAWLA Test Shipping 


Program Cooperating Mills 


Which Will Ship Unitized Lumber 
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the test program write the NRLDA at 302 Ring Bldg., 18th 
and M Streets, N. W., Washington, D. C. (There are un- 
doubtedly other mills who are shipping unit loads upon re- 
quest, but are not officially cooperating with the national 
association test program). 


Michigan Pole & 
Tie Co. 
Modoc Lbr. Co. 


J. Neils Lbr. Co. 
Nettleton Forest 
Prod., Inc. 

Ohio Match Co. 


Packloading Co. 


Pickering Lbr. Corp. 


Pine Mountain 
Lbr. Co. 

RCS Lumber Co. 
Russellville Lbr. 
Co. 


St. Maries Lbr. Co. 


Scott Lbr. Co., Inc. 


Ralph L. Smith 
Lbr. Co. 
Southwest Lbr. 
Mills, Inc. 


Walter A. Swanson 


Lbr. Co. 


Tahoe Timber Co. 


of Nevada 
Templeton Lbr. 
Corp. 

Ukiah Pine 
Lbr. Co. 
Weyerhaeuser 
Sales Co. 
Weyerhaeuser 
Sales Co. 


Weyerhaeuser 
Sales Co. 
Willamette Valley 
Lbr. Co. 
Willamina 

Lbr. Co. 


Winton Lbr. 
Sales Co. 


Newberry, Mich. 
P. O. Box 152 
Klamath Falls, 
Ore. 

Libby, Montana 
P. O. Box 1849 
Redding Calif. 
P. O. Box 272 
Coeur d’‘Alene, 
Ida. 

4412 North Mary- 
land 

Portland, Ore. 
Standard, Calif. 
P. O. Box 535 
Yreka, Calif. 
Antonito, Colo. 


Russellville, S. C. 
P. O. Box 607 
St. Maries, Ida. 
Burney, Calif. 


Anderson, Calif. 
P. O. Box 908 
Phoenix, Ariz. 
P. O. Box 236 
Springfield, Ore. 
P. O. Box 649 
Reno, Nev. 

P. O. Box 2207 
Spokane, Wash. 
R+1, Potter 
Valley, Calif. 
P. O. Drawer 629 
Newark 1, N. J. 
W-2291 Ist Natl. 
Bank Bldg. 

St. Paul 1, Minn. 
P. O. Box 1337 
Tacoma 1, Wash. 
P. O. Box 5 
Dallas, Ore. 
407 Terminal 
Sales Bldg. 
Portland, Ore. 
3100 W. Lake St. 
Minneapolis, 
Minn. 


(continued on page 78) 


HM-Bi-Be-SM 


IWP-PP-ES-F-L 
Studs 
WF-IWP-F-L-S 
F-S-WF-R 
SP-PP-WF-IC 
WF-C-DF-PP 
ES 
SYP-A-YC-Be- 
HDWDS-O-G 


WF-F-L 
PP-SP-WF-DF 


PP-SP-WF-DF-IRC 
PP 

DF Studs 
WF-PP 
DF-PP-IWP-WF 
F-PP 

All W. Coast- 
W. Pine 

All W. Coast- 
W. Pine 

All W. Coast- 
W. Pine 


F-WH 


7 


PP-SP-WF- 
WWP-DF 


48" 


varies 
48” 


48’ 
42" 
48” 


48" 
34” 


48” 


48" 
48" 


48” 
24.48" 
38” 
48” 
24” 
24” 


48” 


48” 
48" 


24” 


48” 






Increase Sales with 


REDWOOD 
SIDING 


Your customers will 
appreciate the substan- 
tial savings of Noyo 
“A” Grade siding. 
Certified Kiln Dried, 
milled and inspected to 
meet CRA specifica- 
tions—the small differ- 
ence is inclusion of 
sapwood. 





PROSPECTS 


Ask our repre- 
sentative for 
consumer leads 
from CRA Na- 
tional advertis- 
ing. 














Member 
California 
Redwood 
Association 
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e Certified K.D. 
e Treated or Natural 
e Choice of Patterns 


TREE FARMERS AND MANUFACTURERS 
FORT BRAGG 
CALIFORNIA 


San Francisco Park Ridge, Ill. 
Los Angeles New York 


MODULAR LUMBER SYSTEM packets are either 24” wide or 
20” wide. This system provides easy unloading by minimum- 
sized lift truck. System also allows visual footage count. For 
complete details on Modular Lumber System send for reprint of 
that title from American Lumberman, 59 E. Monroe, Chicago 3, 
Ill. (50¢ each). 





SHIP UNIT LOADS 


(begins on page 77) 
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Mills Not Normally Shipping Units 
But Will On Request 


MILL 


LOCATION *SPECIES UNIT 





Andersen Mfg. Co. 
Augusta Hardwood 
Co. 

E. L. Bruce Co. 
Champlain Forest 
Indust. 

Holly Hill Lbr. Co. 
Ray E. Loper Lbr. 
Co., Inc. 

McShan Lbr. 

Co., Inc. 

T. R. Miller Mill 
Co., Inc. 


Tenaha, Tex. SP 


SP-YP-SG-O-T 


Augusta. Ga. 
Memphis 1, Tenn. 


NWP 
SP-YC 


Essex, N. Y. 
Holly Hill, S. C. 


SP-G-O 
SP-O-Soft 
HDWDS 


Tuscaloosa, Ala. 
McShan, Ala. 


Brewton, Ala. 





* SPECIES CODE IDENTIFICATION 





SOFTWOODS: 


Arkansas Soft Pine 
Balsam Fir 
California Redwood 
Cedar 

Douglas Fir 
Eastern Hemlock 
Eastern Spruce 
Engelmann Spruce 
Fir 

Idaho White Pine 
Incense Cedar 
Inland Red Cedar 
Larch 

Lodgepole Pine 
Northern White Pine 
Norway Pine 
Ponderosa Pine 
Redwood 

Sitka Spruce 
Southern Pine 


Sugar Pine 

Tidewater Red Cypress 
West Coast Hemlock 
Western Red Cedar 
Western White Spruce 
White Fir 

Yellow Cypress 


CODE =—_ HARDWOODS 


Ash 
Basswood 
Beech 

Birch 

Black Gum 
Cottonwood 
Cherry 

Elm 

Gum 

Hard Maple 
Hardwoods 
Hickory 
Ook 

Pecon 

Red Gum 
Sap Gum 
Soft Elm 
Soft Maple 
Sycamore 
Tupelo 
Walnut 
White Oak 
Yellow Poplar 
Red Ook 





Indicates information not given 
Note: Some of the companies listed represent more than one mill. 
Those mills that charge additional for unitizing report an average charge of 


$1.50 per M. 
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AMERICAN 
LUMBERMAN | 


on Wood 





Has Tongue-and-Groove System 


A tongue-and-groove system has been 
introduced to U. S. Plywood’s Plankweld 
wall panel in 16” widths. With the new 
tongue and groove, it is installed by 
nailing through concealed metal clips, 
which slip into the grooved edge under 
the tongue. No face nailing is required. 
The panel tongue of the new Plankweld 
has been deep-toned so that the com- 
pleted joint is accentuated as a V-groove. 
Since the panels are only 16144” wide x 
8’ high, they are easily handled and go 
up quickly. U. S. Plywood Corp., Dept. 
AL, 55 W. 44th St.. New York 36. 
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Furniture Legs 

A wide assortment of nine 
popular sizes from 3%” 
28” high is offered in a genu- 
ine hardwood, square-tapered 
furniture leg with brass fer- 
rule. Heavy-duty steel brack- 


Wood Sheiving 


A low-cost prefab Swed- 
to ish-designed wood shelving, 


every 2”, may be tilted for 


Introduces Hardboard Line 

A new hardboard line featuring 20 
basic hardboard products encompassing 
a total of 28 types and thicknesses is 
announced. Backbone of the new line 
is the maker’s smooth-both-sides hard- 
board, known as Coos Bay Hardboard. 
The expanded line will include tempered, 
perforated and factory-finished panels in 
various combinations. Textured boards 
are ribbed and corrugated panels. Also 
to be marketed are medium-density 
utility panels and underlayment. The 
hardboards are available in thicknesses 
from 4%” to %” and sizes as large as 4’ 
x 16’. Utility panels are steel-strapped for 
shipment; all other panels are bundled 
in protective paper. Georgia-Pacific 
Corp., Dept. 13A-AL, Equitable Bldg., 
Portland, Ore. 
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Wood Knobs 


Rare and exotic woods are 
featured on decorative new line of movable interior 


Unilocs a variety of shades 















Wood Inlay Pictures 

Beautiful and original wood inlaid 
pictures are ideal as wall decorative 
items or as Christmas gifts which utilize 
wood products. Eight new picture sub- 
jects now available are outstanding mas- 
terpieces of the marqueter’s art. The 
subjects include: Teal Ducks, The Fish- 
erman, Oriental Man, Oriental Lady, 
English Cottage, Dutch Lady, Dutchman 
and American Eagle. With great skill, 
each minute piece is cut on a specially 
constructed saw, after which the picture 
is assembled. Each picture is accompanied 
with a description of the various woods 
used in the pattern. The Veneer Lumber 
& Plywood Co., Dept. AL, 2637 S 
Throop St., Chicago 8. 
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(continued on next page) 
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Interior Shutters 


Called Wing-Crest, a new 


called Lundia, is available for Russwin Unilocs. Use of shutters is marketed as un- 
all-purpose storage applica- ebony, cocobolo, rosewood finished stock panels in 36 
tions. Shelves are adjustable and walnut gives the new sizes. Panel widths are 7”, 


8”, 9”, 10”, 11” and 12” with 





et assures rigid support, sim- 
ple attachment. Dennix 
Products, Dept. AL, 33-04 
Downing St., Flushing 54, 
ee 
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display purposes or to serve 
as desk areas. Lundia Div., 
Swain & Myers, Dept. AL, 
224 W. Cerro Gordo, De- 
catur, Ill. 

Circle No. 205 on Coupon, page 88 
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for all interiors, says maker. 
Russell & Erwin Div., The 
American Hardware Corp., 
Dept. AL, Washington St., 
New Britain, Conn. 
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heights of 17”, 21”, 25”, 29”, 
33” and 37” in each width. 
Made from select white fir. 
Sam A. Wing, Dept. AL, 
5035 Willis, Dallas, Tex. 
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NEW PRODUCTS 


(begins on page 79) 





Nu-Wood Micro-Perf Tile 

A new acoustical ceiling tile, called Nu- 
Wood Micro-Perf, features a travertine 
marble pattern, dotted with hundreds of 
needle-point perforations. These micro- 
meter-sized holes are invisible when the 
tile is applied to the ceiling, yet pro- 
vide highly effective noise control, it is 
said. Nu-Wood Micro-Perf is available in 
either gray or beige colors, styled by 
Rahr Color Clinic of New York. Wood 
Conversion Co., Dept. AL, ist National 
Bank Bldg., St. Paul, Minn. 
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two sides to every 


On the wall, you can inspect only one side of a cedar shake. 
At the mill, we inspect both sides! That is why the Certigroove 
label on cedar shakes is so important to you. !t is your 


assurance of inspected-quality material. Certigroove means 


No. 1 grade, edge-grain material, carefully packed for full 


coverage. Anything less is no bargain. Make certain you 


specify Certigroove . .. for your own protection! 


RED CEDAR 


CERTIGROOVE 
CEDAR SHAKES 


Expando-Trellis (or Fence) 
Expando folding trellis expands from 
12” to 8’ and is available in three 
popular sizes. For a prefab fence that 
will lend privacy to yards, patios, gar- 
dens, etc., just stretch interlocking panels 
out to enclose desired area and hammer 
metal posts into ground or blacktop. 
Available in a choice of colors, redwood 
or natural wood with highest grade 
weatherproofed finish. Easy to stock, 
Expando fence is packed folded six to a 
carton for over-the-counter sale. Five 
sizes fit all areas. Comfort Products Co., 
Dept. AL, 840 N. Broadway, Escondido, 
Calif. 
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Dierks Packaged Trim 


You can trim windows or doors per- 
fectly and economically in just 15 min- 
utes with Dierks Packaged Trim, it is 
said. The package contains everything 
that’s needed—easily-worked Arkansas 
soft pine—all mitered and precut, smooth- 
ly milled. Even an inexperienced car- 
penter can follow the simple steps and do 
a professional trim job quickly, it is said. 
Material for each window comes in two 
dustproof packages—horizontals in one, 
verticals in the other. Head casing, apron 
and stool are cut exactly. The apron and 
stool have the ends returned, saving more 
time on the job. Side casings and stops 
are slightly long to permit exact fitting. 
Trim for a door opening is shipped one 
and/or two sides in a package, including 
vertical as well as horizontal parts. Dierks 
Forests, Inc., Dept. AL, 810 Whittington 
Ave., Hot Springs, Ark. 


Circle No. 210 on Coupon, page 88 


Simpson Adds Two New Products 

New Forestone Acoustical Roof Deck 
and Planked Golden Hemlock offer roof 
and ceiling finishing economies to build- 
ers. Forestone is the maker’s acoustical 
treatment featuring a decorator-styled 
finish. In the new roof deck form, Fore- 
stone is the finished ceiling side of a 
sturdy roof decking fabricated of multiple 
layers of asphalt-impregnated insulating 
board. The decking eliminates the need 
for ceiling joist and fewer roof beams 
are required as it spans 32” and 48” in- 
stead of 16”. Planked Golden Hemlock is 
similar to Forestone Roof Deck except 
that the exposed ceiling surface is hem- 
lock plywood bonded to multiple layers 
of asphalt-impregnated woodfiber insul- 
ating board. Exposed panels are scored 
and beveled on 8” centers to create a 
luxurious planked effect. Simpson Log- 


SHINGLE BUREAU 


5510 White Building, Seattle 1, Wash. 
550 Burrard Street, Vancouver 1, B.C. 


ging Co., Dept. AL, Shelton, Wash. 
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FORDYCE LUMBER IS BIL MILL LUMBER 


ow LOOKS 


LIKE BIG MILL LUMBER 
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@ Clean, Clear, Straight 
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All Fordyce dimension, boards and sheathing 






are dried to specific moisture content re- 





GRADE quirements . . . Every piece is properly grade- 
MARK ‘ . 
marked... All stock is double end-trimmed, 









HERE ‘ 


and trade-marked... Fordyce 





paraffined 


lumber is clean, bright, straight, strong and 






soft-textured. 
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NEW PRODUCTS 


(begins on page 79) 





Attaches Woodwork to Masonry 


New Builders’ Adhesive is a conven- 
ient way for attaching wood members to 
all masonry surfaces, says maker. Pro- 
vides full strength without drilling holes. 
No plugs required, no danger of crack- 
ing or chipping or exposing reinforcing 
steel, it is claimed. The adhesive is an 
easy and economical way to attach sign 
boards, shelving, trim and all woodwork 
to concrete, states Wilhold Products Co., 
Dept. AL, 678 Clover St., Los Angeles 
31, Calif. 

Circle No. 212 on Coupon, page 88 


Fence in Basket-Weave Style 


A new type of woven fence developed 
by Panel-Weave, Inc., is now being 
marketed through Knapp Lumber Sales. 
The fencing features prefabricated con- 
struction from %” thick exterior-type ply- 
wood panels. When installed, the fence 
is 44%’ high. Its big feature is that it 
can be quickly installed by a home- 
owner with minimum labor. It comes 
in sections, each consisting of a 4’x8’ 
plywood panel blind-sawed into 4” or 
6” slats that are left connected at both 


Hamper Cabinet 


A new Wood-Mode hamp- A 
er cabinet, 


ends. The unit is then machine-woven 
with stakes to produce the weave pat- 
tern at low cost. Also included in a sec- 
tion is a 2”x4” Western Red Cedar cap- 
ping rail and one 4” square post, 7’ 
long. Knapp Lumber Sales, Dept. AL, 
520 N. W. 23rd Ave., Portland 10. 
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Fine Wood Moldings 


Decorative wood moldings now are 
available to the homeowner who wishes 
to enrich the furnishings and decor of 
his home. Cut in uniform 4’ lengths for 
sale to the do-it-yourselfer, the moldings 
are ideal for fireplace borders, door 
frames, bookcase shelving, room cornices, 
closet shelving, etc., as well as for 
redecorating and rejuvenating furniture. 
To make selection as simple as possible, 
the manufacturer has designed a special 
molding bin, which displays all the avail- 
able patterns at a glance. Bendix Mould- 
ings, Inc., Dept. AL, 192 Lexington Ave., 
New York 16. 
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Grooved Plywood Paneling 


Called Snellstrom’s Premium, a 
grooved paneling of improved design has 
precision cut grooves spaced vertically on 
the face of the panels. Standard patterns 
include grooves spaced at 2”, 4” and 
8”, with other spacings available on 
special order, such as random or alter- 
nate. The face of the panel is unsanded 
Douglas fir, providing interesting wood 
texture and pattern enhanced by the 
highlights and shadow lines of the crisp 
vertical grooves. Snellstrom’s Premium 
may be used as either exterior siding or 
interior paneling. Standard panels are 
made in three widths—48”, 32” and 16”. 
Snellstrom Lumber Co., Dept. AL, P. O. 
Box 449, Eugene, Ore. 
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Martin Door 


with its 1912” 





Woven Wood Shade 


A new woven wood shade, which is 
in effect a combination folding door and 
drapery, has been developed for use 
with sliding glass doors. Called the 
Sundor, it operates like a folding door 
and may be opened from either side 
with fingertip action. Constructed from 
precision-beveled basswood splints and 
hard-twisted fisherman's seine twine, Sun- 
dor fits any 6’8” or 8’ high standard 
sliding glass doors. It comes in 4’, 6’, 8’ 
and 10’ opening widths, including about 
25% fullness. The new door is available 
in a choice of 12 decorator colors, or will 
be custom finished. Consolidated Gen- 
eral Products, Inc., Dept. AL, 24th & 
Nicholson Sts., Houston 8, Texas. 
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Wooden Jalousie Door 


The addition of a new modern jalousie 
door to its line of combination storm 
windows, doors and jalousies is an- 
nounced by Tek-Bilt. Made of 154” kiln- 
dried fir with vertical grain, the wooden 
jalousie door is available in six standard 
sizes and comes with a screen insert and 
clear glass louvers, with obscure glass 
available on request. Frame of the jal- 
ousie insert is made of aluminum. A pat- 
ented Adjusto-Magic jalousie compensa- 


custom manufactured 
wood folding door, called the 





deep bottom drawer, shallow- 
er top drawer and counter- 
top, is designed for special 
kitchen or laundry opera- 
tions. Too, it serves as a tuck- 
away for things that need 
mending or ironing. Wood 
Metal Industries, Dept. AL, 
Kreamer, Snyder County, 
Penna. 
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Martin Door, consists of #4” 
thick x 6” wide panels hinged 
by a special fabric hinge. 
Doors are top supported on- 
ly. The door is available in 
various woods and finishes. 
The Leggett Co., Dept. AL, 
350 N. Clark St., Chicago 10, 
Ill. 
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tor clip assures easy, positive seal of each 
louver when closed, says maker. It also 
keeps louvers stationary to allow for any 
ventilating angle and permits easy instal- 
lation or replacement of louvers. Lockset 
and hinges are optional extras. Tek-Bilt, 
Division of Win-Chek, Dept. AL, Route 
17, Hackensack, N.J. 
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A Bookcase in Two Seconds 

A _ two-second bookcase comes in a 
box containing five pieces of finished or 
unfinished lumber and directions for 
assembling. No tools, fasteners, glue or 
hardware of any kind are required to 
hold the unit together. Instead precut 
pieces of wood fall into place as simply 
as unrolling a venetian blind. Assembly 
in two seconds is made by merely 
pulling tapered boards, which form the 
sides of the bookcase, through slots in 
each end of the shelves. Made in a 
number of hard-grained woods. Magic- 
Wedge Products, Dept. AL, Syracuse, 
mM: ¥. 
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Presealed Fir Plywood 
Coquille Valley Lumber Co. announces 
it is equipped to apply a high-grade sealer 
to any of the standard grades of plywood 
that it produces, thereby eliminating the 
need to apply the first one or two coats 
of sealer normally applied in the field to 
prevent fiber and grain raise. Hairline 
face checking also is held to a minimum 
and a surface is produced that is ready 
for the final finish, says maker. All types 
of standard paints and finish material 
may be applied to the Co-Val presealed 
panel and the surface may be sanded 
lightly if felt necessary. Standard proce- 
dure for the presealed board is face side 
only, however, both sides may be sealed 
if required. Coquille Valley Lumber Co., 
Dept. AL, 815 S. E. 31st St., Milwaukie 
22, Ore. 
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Crestline Casements 


Rooms are lovelier, homes are more 
valuable with Crestline’s modern wood 
casements, says maker. Sash are either 
stationary or operating, in a choice of 
glass and in a variety of styles and sizes. 
The hardware in operating units provides 
smooth opening and secure closing and 
allows cleaning the outside glass from in- 
side the room. Completely weather- 
stripped, Crestline casements are said to 
install simply and are available single- 
glazed or with Crestopane (double in- 


sulating glass). All wood parts are man- 
ufactured from western ponderosa pine. 
rhe Silcrest Co., Dept. AL, Wausau, Wis. 
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Scarf-Joint Plywood Panels 


The Evans Products Co. announces it 
is now making scarf-joint plywood panels 
at its Coos Bay, Ore., mill. The firm is 
now producing both interior and exterior 
Evaneer scarf-joint panels. Tests of the 
new panels by DFPA and Evans’ lab- 
oratories are said to indicate that the 
glued area, where the two panels are 
joined to make one longer panel, is as 
strong as the panels themselves. The Ev- 
ans Products Co., Dept. AL, Plymouth, 
Mich. 
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Rock Maple Mitre Box 

New Durall Rock Maple Mitre Box is 
said to give long service at low cost. Its 
precision-cut edges are jointed and rab- 
beted to insure perfect seat with no pos- 


sible misalignment, says maker. Packed 
one dozen to a carton. Durall Tool Corp., 
Dept. AL, 923 Old Nepperhan Ave., 
Yonkers, N. Y. 
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TW8&J, the West's 
largest producers 
of White Fir lum- 
ber offer HIGH 
ALTITUDE, OLD 
GROWTH, TOP 
QUALITY stock 
suitable for fram- 
ing and sheathing 
in home and con- 
struction use. 
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WHITE FIR IS ONE OF THE SIX WESTERN WOODS SUPPLIED BY TWEJ 


Tartrer. WEBSTER & JOHNSON, Ne. 





P.O. BOX 3498 
San Francisco 19, California 


PRospect 6-4200 


Teletype SF 211 
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LUMBER MAP 


OF FINE 


ORTHERN 
HARDWOODS 


For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
quirements in all Northern Woods. 





*+J. W. Wells Lumber Co. . . Menominee, Mich. 


Hord Maple and Ock Flooring. Strip, Herringbone, 
Block patterns. Custom &iln drying. Upper grades 
Hard Maple and Birch lumber, rough. 





. Marshfield & Park Falls, 
*Roddis Plywood Corp. . ‘afiomseche 
Roddis Lbr. & Veneer Co. of Mich., Ironwood, Mich. 
Roddis Lb. & Veneer Co., Ltd. 

Sault Ste. Marie, Ontario, Can. 
Complete stock N. Hdwds., Hemlock, W. Pine, Ce- 
dor Pred., Maple, Birch, Fig. Hdwd. Ven‘r’d Doors. 

Plywd. Modern Dry Kiln facilities. 





Subsidiary of 


* 
Goodman Lumber Co. * Calumet & Hecla, Inc. 
Sales Office: GOODMAN, WISCONSIN 
Mills at: Goodman, Wisconsin and Mohawk, Michigan 


Northern Hordwoods, Hemlock, White Pine and Bass- 
wood, Hardwood Dimension, Planing Mill, Dry Kilns 
Rotary Cut Veneers 





tMember Maple Flooring Mfrs. Assn. 


*tember Nerthera Hemlock & Hardwood Mfrs. Assn. 
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AMERICAN 
LUMBERMAN 


Architectural Sample Kit 

The new PlyWelsh Architectural Sam- 
ple Kit is especially designed for ease 
of carrying by a dealer’s salesman when 
calling on remodeling customers or con- 
tractors. The kit contains large 11”x8” 
samples of PlyWelsh prefinished plywood 
and foot-long samples of the firm’s new 
prefinished moldings factory-finished and 
packaged in polyethylene tubing. The 
PlyWelsh Kit also contains complete 
literature including a Planning Kit en- 
abling the salesman to estimate materials 
required in seconds right on the job. 
Welsh Plywood Co., Dept. AL, 207 
Scott St., Memphis, Tenn. 
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JOHNSON 
LUMBER 


Red Warning Signals 

Warning signals, 942” x 1114”, for ty- 
ing or tacking on pieces of lumber or 
other items projecting from a customer's 
truck or passenger car are now available 
to dealers. Stock is of red bristol, 2-ply. 
Three lines, not more than 10 characters 
and spaces per line, one side, in white 
ink is offered. Trademarks are extra. 
Cost of the warning signals, which also 
serve to advertise where the building ma- 
terial was purchased, is $20 per thou- 
sand, or 2¢ each, plus mailing charges. 
K. A. week & Co., Dept, AL, 1132 S. 
Wabash, Chicago 5. 
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Color Card and How-To Folder 
Benwood Finishes, representing a ver- 

satile line of decorative and protective 

coatings, now feature a new color card 


Sales Aids 


and descriptive folder entitled “How to 
Get Natural Wood Finishes on Wood- 
work, Floors and Furniture.” The man- 
ufacturer recently expanded its Benwood 
Finishes line to include Cleartone and 
Neutral Blender. The homeowner, with 
the new color card and how-to folder at 
his or her elbow can approach a new, or 
refinishing job, confident of good results, 
says Benjamin Moore & Co., Dept. AL, 
511 Canal St., New York 13, N. Y. 
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PHILIPPINE 
MAHOGANY 


4 


; af “o 
we SD 


Philippine Mahogany Display 

Color-toned Philippine Mahogany is 
the latest factory-finished hardwood ply- 
wood to be marketed by Georgia-Pacific 
Corp. Now available is an eye-catching, 
17”x20” wall display featuring four ac- 
tual samples of the new, budget-priced 
line. Display has eyelets for wall or 
ceiling suspension. Price is $1.25. 
Georgia-Pacific Corp., Dept. 13A-AL, 
Equitable Bldg., Portland 4, Ore. 
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A Calendar for the Handyman 


Colorfully-illustrated 1959 calendars 
with a weekend handyman project printed 
on the back of each page are available. 
The do-it-yourself plans, designed to pro- 
mote the sales of Presdwood and other 
building materials, are complete in de- 
tail, diagram and illustration. They in- 
clude a built-in bedroom layout, “his- 
and-hers” workshop, linen closet, corner 
storage unit, carport, pigeonhole shelving, 
picnic table and lawn chair, laundry room, 
“double duty” garage, bedside table, at- 
tic room and corner wardrobe. The cal- 
endars have a space on each page for 
the dealer’s imprint. Masonite Corp., 
Dept. AL, 111 W. Washington, Chicago 
ae i 
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Solves Lumber Problems 

The Pacific Lumber Co. maintains a 
department specificallly organized to help 
dealers solve their lumber problems. 
Builders, millwork associations, etc., also 
seek the department’s help. Recently an 
aluminum nail manufacturer asked for a 
solution to a problem one of his dealer 
customers had put to him about staining 
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of cedar siding around aluminum nails. 
In addition, Pacific Lumber Co. has pub- 
lished many articles, which tell people 
how to use lumber and lumber products 
to the best advantage. “Natural Finishes 
for House Sidings”, “Buying Lumber for 
the Factory,” “Who Knows a Good Vapor 
Barrier?” and “How to Locate Source of 
Moisture Causing Paint Blisters” are a 
portion of the many articles available. 
The Pacific Lumber Co., Dept. AL, 35 
E. Wacker Drive, Chicago 1, Ill. 
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A Pricing System 

Called the Panel Master, a new pric- 
ing system will enable you to quote in- 
stantly on cut sizes of plywood, hard- 
boards, etc. It saves payroll minutes on 
every quotation, reduces sales resistance, 
insures consistent pricing and the col- 
lection of justified “small-size” extras and 
cutting charges, it is said. Developed by 
lumbermen, the system aims to strike 
the best practical balance between “what 
the traffic will reasonably bear” and the 
cost of the service rendered, states Nu- 
Way Builders Supply Co., Dept. AL, 
P. O. Box 1045, Salt Lake City, Utah. 
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Forestone Ceiling Tile 

A spectacular ceiling mobile is just one 
of the many new sales aids available to 
dealers stocking Forestone woodfiber 
acoustical ceiling tile. The slightest breeze 
sets the mobile spinning. It is attached 
by string and a red arrow to Forestone 
tiles installed on the showroom ceiling. 
The mobile carries the brand name with- 
in red and white rings and imparts the 
extra attention of motion. Another eye- 
catching display is a Gold Frame panel. 
This holds three 12” x 24”, centerscored 
Forestone tiles. A how-it’s-done poster 
and a handsome rack hold sales litera- 
ture. Window streamers, plus newspaper 
mats, 10-second TV fill spots and radio 
scripts also are available to dealers at 
no cost. Simpson Logging Co., Dept. AL, 
1030 White Bldg., Seattle, Wash. 
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New Films 


Redwood Roundtable 


A new color slide film, “Redwood 
Roundtable,” is offered for free show- 
ings by Simpson Redwood Co. The film, 
which runs 20 minutes, tells the story 
of selective redwood logging as practiced 
by Simpson. It also provides valuable 
information on various redwood grades 
and their uses. Spectacular photography 
like the scene above of actual redwood 
timbering operations, make the film high- 
ly imformative. Simpson Redwood Co., 
Dept. AL, Room 601, Arcata, Calif. 
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‘Floors With a Future’”’ 


A new 23-minute, 16 mm. full-color 
flooring movie is planned as an invalu- 
able aid to dealers in instructing per- 
sonnel and for showing do-it-yourself 
groups. In the film, entitled “Floors with 
a Future,” the manufacturer has at- 
tempted to show step-by-step installa- 
tions that point out what it considers 
the best ways to install various types 
of floors. The film covers installation 
techniques for unfinished and prefinish- 
ed strip flooring, block flooring in mastic 
and strip flooring on screeds over con- 
crete slab. Prints are available on loan 
without charge. To order, write Charles 
Rhew, E. L. Bruce Co., Dept. AL, P. O. 
Box 397, Memphis 1, Tenn. 

Circle No. 234 on Coupon, page 88 


Hydra-Wedge Method in Action 

Are you getting top efficiency out of 
your yard equipment? If not, here are 
some advantages said to be found by 
Hydra-Wedge users: More work accom- 
plished by each lift truck; more customer 
deliveries are made per truck due to the 
fact that loads are made up and waiting 
when delivery truck returns; lumber piles 
can be stacked closer together where Hy- 
dra-Wedge is used to break the pile rather 
than breaking with the forks of the lift 
truck; employes like the system because 
it eliminates man handling of lumber. A 
16-mm color and sound movie now is 
available from the manufacturer so that 
dealers may see the system in action. 
Hydra Products, Inc., Dept. AL, 21415 
Mound Road, Warren, Mich. 
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More Dealers Than Ever _ 
are Now Reading 


AMERICAN LUMBERMAN 


the Distribution Authority 
on Lumber and 
Building Materials 
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Hobbs Wall 
comes to 
call... 


. with a friendly reminder: 
Next time you check your 
Redwood requirements, get in 
touch with a Hobbs Wall repre- 
sentative. Hobbs Wall promises you 
the best in redwood .. . right for 
grade and right for price. And 


prompt, cheerful service. 


For the name of your nearest 
Hobbs Wall wholesaler or commis- 
sion man, write or wire us. 


HOBBS WALL 
LUMBER CO. 


Hobbs Wall Building, 
2030 Union St., San Francisco 
Fillmore 6-6000 « Teletype SF-761 
Hobbs Wall is Exclusive Distributor for 
WILLITS REDWOOD PRODUCTS CO. 
A CRA Mill 
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American 
Lumberman 


Classified 





Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 
cash discount 


No agency commission or 


allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 

AMERICAN LUMBERMAN, INC. 

59 East Monroe St., Chicago 3, Ill. 

Phone: Fi 6-7788 











HELP WANTED 








BUSINESS OPPORTUNITY 








MACHINERY FOR SALE 














Wonderful opportunity for a good salesman 
to sell builders’ hardware and specialties to 
lumber yards in established territory for 
largest distributor on the East Coast. Gen- 
erous draw against commission. Yearly 
earnings excellent. Reply Box D-62, Ameri- 
can Lumberman, Inc. 


FHA TITLE II MAN 

Large Florida Retail Lumber and Building 
Material Dealer wishes to employ man ex- 
perienced in making applications for and 
processing FHA Title Loans, and VA 
Loans, and in the handling of Construction 
Mortgages. Must have good record. Address 
Box E-23 American Lumberman, Inc. 


DETAILER AND BILLER 


Florida Millwork Company wishes to employ 
a draftsman experienced in Detailing and 
Billing. Send full particulars of experience 
and references. Address Box E-34 American 
Lumberman, Inc. 


WANTED: Manager for new retail cash & 
carry lumber yard located in Southern Wis- 
consin. Prefer man experienced in this type 
of operation. Answer by letter stating wan 
fications, references and salary expected. 
Scares Box E-46 American Lumberman, 
ne 





SITUATIONS WANTED 











Sales organization presently covering lumber 
yards, contractors, and industrials in North- 
ern Ohio. We can assure immediate sales for 
reputable manufacturer. Address Box E-47 
American Lumberman, Inc. 


MANAGER, medium to large retail yard in 
growing town of 10,000 or more in South- 
west. Ten years managerial experience in- 
cluding volume sales. Age 43, married, 
presently employed. Address Box E-48 
American Lumberman, Inc. 





SALES REPRESENTATIVE 
AVAILABLE 








Manufacturer’s Representative: 12 year 
background, sash & door & building mate- 
rial jobbers wishes to relocate Madison, Wis- 
consin area. Now covering Missouri, Illinois, 
Iowa, out of St. Louis. Can furnish excellent 
references. Age 42, married, 4 children, col- 
lege 3 years. Address Box E-41 American 
Lumberman, Inc. 


MILLWORK DISTRIBUTORS! 


Valuable manufacturing franchises available 
in many areas for low cost aluminum combi- 
nation storm-screen windows 


This window is sold through lumber yards 
only. 


Modest investment brings you complete 
manufacturing setup, plus successful, proven 
sales and advertising program 


See our advertisement—page 119, September 
1 issue American Lumberman. Then write, 
wire or call for details: 


ALUMINUM INDUSTRIES 
716 E. NASH STREET 
MILWAUKEE, WISCONSIN 
WOodruff 4-0400 


HEAT DISTRIBUTOR (1%” MASONITE) 
Forced-Air Radiator Cover. Mfr.-Distr. 
franchise open. 5 Major, 15 Minor advan- 
tages. Virgin, unlimited, protected market 
Unit labor, material, $5. Patent copy, data. 
G. Blackford, 2750 Mildred, Chicago 14. 





BUSINESS FOR SALE 








Prosperous building material business in 
Michigan's best tourist town. Ample ware- 
houses and yard space. Large. modern sales- 
room. Best of pr ts. ould prefer to 
lease land and buildings. About sixty thous- 
and will cover stock and equipment. Apply 
Box B-43, American Lumberman, Inc. 


For Sale: Nebraska Yard. Priced to sell. 
Owner wishes to retire. Address Box E-43 
American Lumberman, Inc. 


Well established Yard in Central Ohio, year- 
ly volume One Hundred Fifty to $200,000. 
Planing Mill and Cabinet Shop_ well 
equipped. Will lease Buildings and Equip- 
ment. Inventory Forty to $45,000.00. Reply 
Box E-49 American Lumberman, Inc. 


Lumber Yard, paint and hardware, Central 
Wisconsin. Wonderful opportunity. Located 
on two state highways. Investigate. This 
will not last long. Address Box E-50 Ameri- 
can Lumberman, Inc. 





Building Materials and Fuel—well estab- 
lished in Chicago Suburb—-Expected price 
—upwards of $100,000.00. For information 
inquire of Elmhurst National Bank, Trust 
Department, Elmhurst, Ill. Terrace 4-2100. 


Lumber yard for sale in prosperous growing, 
Michigan community. xcellent prospects. 
Owner has other interests in different areas. 
Priced to sell. Any reasonable terms. Ad- 
dress Box E-51 American Lumberman, Inc. 





BUSINESS WANTED 











Will buy general yard, grossing $100,000. 
Prefer small town. If you have healthy yard 
send in confidence financial statement. 
A. Dahlman, RD 4, Cortland, N. Y. 
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FOR SALE: Lumber yard, long established 
in a fast growing, progressive university 
town. No recession here, and future holds 
even greater promise for years to come. 
Fine opportunity for young couple to handle 
with minimum overhead. Illness is major 
reason for selling. Address Box E-52 Ameri- 
can Lumberman, Inc. 





FOR SALE 


V-60 Yates Resaw 60” LH-tilt rolls. Prac- 
tically new. Pilot wheel set works for frac- 
tional sawing. V-belt drive 75 HP. Six 18 
gauge saws. Last word for complete unit 
$8,100.00. 

HUSS LUMBER COMPANY 

1350 W. Fullerton Avenue 

Chicago 14, Illinois 


FOR SALE 


UD-24 International Power Unit 
—Stiff Leg Derrick 
—01 Frick Saw Mill (Almost New) 
24’ Section All Steel Line Rollers 
—Heavy Duty Saw Mandrell and Balance 
Wheel 
-9 x 12 Filer & Stowell Twin Engines 
1—Electric Automatic Lumber Stacker 
1—Ford Tractor and Fooshee Carrier 
1—Yates A-20 Planer with All Complete 
Planing Mill Facilities 
1—64’ Moore Dry Kiln 
1—200 H. P. H.R.T. Boiler 
1—54” Merchon Band Re-Saw and Filing 
Equipment 
1—200’ Green Sorting Chain 
1—#337 Caterpillar Power Unit 
The above equipment is in A-1 Condition 
We will consider trading any — for good 
lumber from a reputable mill. 


McCOY MFG. CO., INC., 
P.O. BOX 414, GAINESVILLE FLA. 





| MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CQ. 
Minneapolis, Minn. 





BOOKS FOR SALE 











HOW TO PLAN A HOUSE 
J. Ralph Dalzell and Gilbert Townsend. .$6.95 


Contains all the basic and authoritative in- 
formation necessary to — a house, 
shows your draftsmen and builders practical 
ways to work out the features new home 
prospects want in their “dreamhouse.”’ 584 
pages, over 400 illustrations and tables. 


BUILDING TRADES BLUEPRINT READING 
J. Ralph Dalzell $2.40 


With the clearness of a primer, this book 
offers a concise explanation of the principles 
of reading the blueprints used in the build- 
ing trades. Helps the reader quickly under- 
stand conventional symbols and terms. Sets 
of practical questions and answers make it 
ideal for study at home. 142 pages, 110 il- 
lustrations. 


Notice—no orders accepted unless accom- 
panied by payment. 


AMERICAN LUMBERMAN, INC. 
59 E. Monroe St., Chicago 3, II. 
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WOOD PROMOTION 


(begins on page 30) 





charge for their local promotions. A 
number of the pieces were prepared 
at the direct request of the National 
Retail Lumber Dealers Association. 
WCLA has three 20-minute motion 
pictures on the manufacture, grading 
and use of West Coast lumber. These 
are available to retail dealers through 
Modern Talking Picture Service of- 
fices at no rental charge. WCLA also 
has produced, specifically for televi- 
sion, five 12'2-minute pictures tracing 
the development of architecture in 
America; these have had more than 
3,500 showings on television and de- 
mand for them continues. Dealers may 
also obtain free of charge from WCLA 
newspaper advertising mats—some 
twenty thousand are ordered annually 
television spots and radio spots. 
WCLA produces a feature service 
on lumber use which goes out monthly 
to thousands of newspapers, radio sta- 
tions and television stations; in these 
releases the retail lumber dealer is 
often mentioned as a source of supply. 
On scores of occasions each year 
WCLA provides a speaker or a movie 
or a series of slides on Jumber grading 
for a dealer-sponsored meeting of 
yard personnel, customers or local 
building officials. WCLA and West 
Coast Lumber Inspection Bureau field- 
men are available for lumber grading 


classes in all parts of the country. 

The Association offers free auto- 
mobile bumper strips for the first time. 
Forty thousand of them, bearing the 
message “Build Modern, Buy Lum- 
ber,” were requested by retail lumber 
dealers within the first month, WCLA 
will continue to expand its advertising 
and promotion program as rapidly as 
possible, always keeping in mind that 
the retailer dealers are the salesmen 
in the field. 


Tectum Into Production 
at $3.5 Million Plant 


Tectum Corp., Columbus, Ohio, 
has begun, production at its new auto- 
mated $3.5 million plant at Arkadel- 
phia, Ark. First shipments of Tectum, 
a structural wood fiber board, from 
the new automated operation, are an- 
nounced by president Murray D. Lin- 
coln. 

The new plant occupies a 40-acre 
site and contains over 130,000 square 
feet. It is capable of producing over 
60 million board feet of material a 
year and will serve the southern and 
western market areas. Tectum oper- 
ates a parent plant in Newark, Ohio. 

Addition of the Arkansas facility 
increases Tectum’s productive capacity 
over 100%, according to vice-president 
and general manager Donald E. Kra- 
mer. The new plant was constructed 
to meet the rapidly expanding demand 


for Tectum. Sales so far this year are 
running nearly 50% ahead of last 
year’s record-setting figure. 


Sanded Plywood Price Up 


As we go to press, Douglas fir ply- 
wood producers in the northwest have 
boosted prices to $80 a _ thousand 
square feet on key %4” A-D grade- 
sanded plywood, up from a $76 list 
price, which has been ineffect since 
July. 

The price rose on the crest of re- 
ports of a strong market and heavy 
order files at the mills. The last time 
sanded plywood reached the $80 level 
was in June, 1956, after the market 
plunged down from $90 in May that 
year. “We are going to give the $80 
price a whirl,” reports Weyerhaeuser 
Sales Co., Tacoma, Wash. Georgia- 
Pacific Corp., Portland, Ore., reports 
it has released a new $80 list to go 
into effect immediately. 


Cheaper by Truck 


Several cement producers in the 
northeast report they have cut their 
shipping costs by switching from rail 
to trucks. The move, which was 
prompted primarily by increasing for- 
eign competition, will cut delivery 
costs as much as 30¢ to 50¢ a barrel. 
One firm, which formerly shipped ex- 
clusively by rail, is now moving more 
than 70% of its output by truck 





Make a PROFIT 
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iN USE 
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WRITE FOR PRICES AND LITERATURE 


RICHARD C. BENNETT MFG. CO. 


BOX 339 LACEYVILLE, PENNA. 
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PAYS FOR ITSELF IN A FEW MONTHS! 
Rips or cross-cuts con be made without removing panel 
from machine. One man can cross-cut or rip a 4’ x 12’ 
panel alone and quicker than two can on a table saw. 
All cuts are consistently square. Vertical and horizontal 
scales are attached for selective cuts. Machine is fool- 
proof; can be operated by unskilled in complete safety. 


““Wouldn’t take $1000 for him. I’ve taught 
him to say ‘Don’t forget “Scotcn’” Brand 
Masking Tape’ with every paint sale!” 
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New Literature 





Technical Data 


Millwork Cost Book. The Architectural Woodwork Institute 
announces publication of its new Millwork Cost Book. A con- 
densed, operational guide designed to facilitate estimating costs 
of architectural woodwork, this book, in handy pocket-size edi- 
tion (5” x 8”), is leather bound in a three-ring binder and it 
represents, according to AWI, a new approach to estimating. 
Architectural Woodwork Institute, Dept. AL, 332 S. Michigan 
Ave., Chicago 4. 
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Pattern Book No. 5. The latest edition of Standard Patterns 
of Worked Redwood Lumber, supersedes Pattern Book No. 4 
and belongs in Section II of the Data Book. There are two 
major changes. Patterns 207-213 inclusive, V-rustic tongue- 
and-groove siding, will now be 34” thick instead of 25/32”. 
This will conform to the thickness of other rustics. In addition, 
for paneling patterns 516-522 inclusive, the widths will be 
increased 44” to conform to the overall widths of rustic pat- 
terns. California Redwood Association, Dept. AL, 576 Sacra- 
mento St., San Francisco 11. 
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Bow Window. “You're Out Front with Lee-Bow Windows” 
is the title of a new brochure introducing the new Lee-Bow 
bow window. A major feature stressed in the literature is the 
fact that a Lee-Bow window can be assembled in just 30 
minutes, using only a hammer. Carefully machined, dove- 
tailed joints help achieve this assembly speed, it is said. The 
brochure also explains how the Lee-Bow window is packed 
in spacesaving cartons only 442” high. Lee Millwork Corp. 
Dept. AL, Fair Lawn, N. J. 
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Framing Anchors. Economical applications and design data 
for new Teco Du-A1-Clip framing anchors are shown in a new 
booklet. Included are tables of safe working values and maxi- 
mum joist spans and 10 applications where Du-A1-Clips pro- 
vide economical secondary structural framing. Illustrations 
show how Du-Al1-Clips used with 2” or thicker lumber tie the 


entire structure together from concrete slab to studs, or floor 
joists to headers—to walls, ceiling and roof. A copy of the 
booklet is available without charge from Timber Engineering 
Co., Dept. AL, 1319 18th St., N. W., Washington 6, D. C. 
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Evans DF Loader Equipment. “How to Load and Unload 
Cars with Evans DF Loader Equipment” is the title of a new 
booklet written to show you how easy it is to load and unload 
cars fitted with this equipment. Although the equipment is 
installed for your use at the expense of the railroad whose 
name appears on the car, it is designed to cut shipping damage 
to a minimum and do away with dunnage. See how it can 
make your loading and unloading job quicker and easier as 
you follow the simple steps outlined in the book. Copies are 
available upon request. Evans Products Co., Dept. AL, Plym- 
outh, Mich. 
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“The Hardwood Flooring Handbook” is a new manual pre- 
pared especially for the retail lumber dealer salesmen. Included 
in it are full discussions on the following topics: Hardwood 
Flooring and the Retail Lumber Dealer; Requisites of High 
Quality Flooring; How Hardwood Flooring Is Made; Species, 
Types and Sizes of Hardwood Floors; Handling, Installing and 
Finishing; Grading of Hardwood Floors and How to Estimate 
Amount of Hardwood Flooring Required. National Oak Floor- 
ing Manufacturers’ Association, Sterick Bldg., Memphis 3, 
Tenn. 
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P.A.R. Water Repellent Finish, which protects and restores 
the beauty of wood, is fully described in a new four-color 
brochure. There are two types of P.A.R., Pigmented and Clear. 
Pigmented P.A.R. is a pleasing reddish-brown, developed par- 
ticularly for redwood, red cedar, Philippine mahogany and 
woods of similar color characteristics. Clear P.A.R. contains 
no pigment, so it does not change the natural color of the 
wood, but when used with ground-in-oil colors, it will produce 
an unlimited choice of colors. For a copy of the folder, write 
Protection Products Mfg. Co., Dept. AL, 2305 Superior Ave., 
Kalamazoo, Mich. 
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Flat Bed Electric Truckster 

A three-wheel electric unit, called the 
rruckster, is capable of carrying a 1,000 
pound payload, plus operator and pas- 
senger, in 50” passageways, it is said. 
The unit features two forward and one 
reverse speed; automotive-type steering; 
hydraulic brakes; over 19 square feet 
of load-carrying space; heavy-duty bat- 
teries, with range up to 80 miles. An all- 
weather cab and extra personnel seat is 
among optional equipment. It is espe- 
cially designed for use in lumberyards, 
warehouses, piers, docks and many oth- 
er businesses with medium-weight haul- 
ing requirements. Cushman Motors, Dept. 
AL, 2900 Guardian Bldg., Detroit 26, 
Mich. 
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Truck With Guaranteed Clutch 


A 6,000-pound pneumatic tire fork 
truck, with a 12-month unconditional 
guarantee on the clutch, is announced. 
The clutch is mounted in a_ horizontal 
position, making it fully accessible for 
plate change in 10 minutes or less. Wear 
is said to be considerably less than on 
conventional installations because the 
clutch operates at less than 42 engine 
speed. Identified as Model G-60, the 
new truck is designed for easy mainten- 
ance. Generous use of rubber mountings 
and sealed bearings eliminate many hard- 
to-get-to pressure fittings, says maker. 
Power steering is installed on the truck 
as a standard feature. Mercury Mfg. Co., 
sub. of Pettibone Mulliken Corp., Dept. 
AL, 4700 W. Division St., Chicago 51. 
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Platform Lift Truck 


A new Model 75 piatform lift truck 
with a 7,500-pound capacity for skids or 
racks features one finger power steering, 
electric starter and a no-spin differen- 
tial that delivers constant power to both 
drive wheels from the powerful gasoline 
or LD gas engine. Either wheel will 
drive the truck if the other is on ice, 
grease or in a depression where it does 
not have traction, says maker. The 
standard platform is 28” wide x 60” long, 
but wider platforms are available and 


New Equipment 


length may vary from 54” up. The Model 
75 has a 9” hydraulic power platform 
lift; lift is vertical for close placement of 
skids. Truck-Man Lift Trucks, Dept. AL, 
506 Liberty St., Jackson, Mich. 
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Portable Salamander 

The new Flamegas Salamander oper- 
ates on 11” water column pressure and 
moves the heat 950 cubic feet per min- 
ute. It can be operated with or without 
fan; fan models are available either 110 
volt, 6 volt or 12 volt. The new unit 
operates on propane (LP) gas and is 
completely portable, weighing only 29 
pounds. It is only 43” high, 16” wide and 
11” in depth. Where heat is required to 
keep the job going, the Flamegas Sal- 
amander is said to be a most practical 
all-purpose heat for contractors, plaster- 
ers, etc. Flamegas Detroit Corp., Dept. 
AL, 12901 Auburn Ave., Detroit 23, 
Mich. 
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Dolly Kit a Timesaver 

The new Shank Appliance Moving 
Dolly Kit No. 601 consists of three units 
—two dollies and a pry bar. The pry bar 
is used to lift one side of a heavy appli- 
ance while a dolly is inserted. The pry 
bar is then released and the levelers of 
the appliance will rest on the dolly. The 
second dolly is inserted on the opposite 
side in the same way. The kit will save 
time and eliminate the heavy work re- 
quired when installing or removing an 
appliance that is between cabinets or 
work counter. The body portion of each 
dolly is made of heavy channel steel and 
has a three-section brass roller at the 
rear. The front has two rubber wheeled 
ball bearing casters that will not mar the 
floor. The Shank Mfg. Co., Dept. AL, 
4646 W. 12th Place, Chicago 50, Ill. 
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The fur coat season is beginning when a wife reminds her 
husband that he spent $100 for fishing gear early in the 


summer. 
* > * 


“Pull over, buster,’ said the cop. “You haven't got any 
tail light.” 

The driver got out and after examining the situation looked 
so positively horrified that the cop was actually moved to 
sympathy. “It’s bad, mister,” said the cop, “but not that bad.” 

Recovering his voice the motorist stammered, “It’s not the 
tail light that bothers me. What happened to my trailer?” 

* * * 


In a crowded bus a feller sat opposite a gal whose skimpy 
skirt kept creeping above her knees. She tugged at it to no 
avail. When she caught his eye he drawled, “Don’t stretch 
yer calico, sister. My weakness is whisky.” 

* * x 

Success is the ability to get along with some people and 
ahead of others. 

* * * 

The MAUK aim is to eliminate the merchandising problems 
of the retailer—to provide him with quality products of the 
desired grade and specification, delivered promptly, priced 
properly and certain to improve and increase his business. 
For details write the MAUK Lumber Co., Seattle, Washington. 

* * * 


Simple Celia knows a lush who takes vitamin pills with 
his gin so he can build himself up while tearing himself down. 
* * * 


Then there was the absent minded office manager who 
pulled the typewriter down on his lap and began to unfasten 
the ribbon. 

” - * 

Nothing’s sure but death and Texas. 

A Texas oilionaire walked into a Cadillac showroom and 
was met by a solicitous salesman: “What can I do for you 
today, sir?” 

“My wife has come down with a touch of the flu,” the ty- 
coon explained. “Do you have anything suitable in the way 
of a get well car?” 

* * ~ 

Gambling always seems to be more of a sin when you lose 

than when you win. 
oY ca * 

Do You Know What Dep’t: 

Do you know what marriage is? The most expensive way 
to get your laundry done free. 

Do you know what neighbors are? People who wonder 
when that damned party will end. 

Do you know what a good time is? Any time 1 

: ? you stock 
MAUK products. 


MAUK Seattle Lumber Co. 
Seattle, Washington 


* *& 


The C. A. MAUK Lumber Co. 
Toledo, Ohio 
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NEW LITERATURE (begins on page 88) 





Fork Lift Trucks. Allis-Chalmers GS-approved fork lift 
trucks in the 3,000 to 10,000-pound capacity ranges are described 
in a new four-page booklet (BU-481) now available. Illustra- 
tions of UL-approved safety components help tell the story of 
how these fire-protected lift trucks are designed to work safely 
in the presence of ignitible fibers, combustible dusts, etc. Allis- 
Chalmers Mfg. Co., Dept. AL, 1126 So. 70th, Milwaukee 1. 
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Consumer Data 


Plywood Paneling. An attractive new four-page color bro- 
chure designed for the consumer as well as the dealer de- 
scribes and illustrates Masterwall prefinished plywood paneling. 
Color installations show the “friendly wood paneling” possi- 
bilities which may be obtained through this decorator-styled line 
of prefinished plywood paneling. Aetna Plywood & Veneer Co., 
Dept. AL, 1731 Elston Ave., Chicago 22. 
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“Simpson Redwood for the Home,” an illustrated, full-color 
brochure, features modern and exciting uses of redwood. The 
eight-page booklet shows how, for very little money, the home- 
owner can bring new charm and beauty to interiors, exteriors 
and gardens with kiln-dried Simpson Redwood. A free copy of 
the booklet may be obtained by writing Simpson Timber Co., 
Dept. AL, 1010 White Bldg., Seattle Wash. 
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“Family-proof” plywood paneling is described in a new full- 
color, 12-page booklet. Designed to help choose the right wall 
paneling for any room in the house, the booklet covers the com- 
plete line of Georgia-Pacific factory-finished and textured ply- 
wood paneling. It describes the new “family-proof” finish, shows 
wood surfaces and paneled room settings, sizes available and 
average retail cost of the nine species of paneling. Georgia- 
Pacific Corp., Dept. 13A-AL, Equitable Bldg., Portland 4, Ore. 
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gap for more business! 


~ more profits! 


FREEPORT WOODCRAFT, INC. 


Manufacturers Of The Most Complete Line OF 


STATIONARY and INTERIOR 
MOVABLE SHUTTERS 
~ Sold Through Leading Jobbers In Every Area 
We Feature... 
® Large stock of standard 
sizes competitively 
priced to meet all com- 
petition including for- 
eign imports 
® Finest quality 
manufactured of 
clear white pine. 
@® Priced right to 
bring you an add- 
ed, extra profit. 
Some territories 
—— still available to 
Manufacturers 
Representatives. 
Write to us for details 


i 
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FREEPORT 


75 Carmans Road, 
East Farmingdale, N. Y. 
CH 9-6900 
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SLIDING DOOR HARDWARE 





Nylon wheel 1% 
inch in diameter 
with solid steel 
axel. Never re- 
quires lubrication. 
Slotted screw hole 
for vertical adjust- 
ment. 

















Two Nylon wheels 
138 inch in diam- ' 
eter. Constructed so a 
that weight of i 
doors is distributed 
over the whole 
axel. Vertical ad- 
justment feature. 



























































No. 185 Two Wheel Hanger 











x * 

” 
\Ationa)™ 
LN.) 

* The modern sliding doors that by-pass each other or slide 

* . * into their own recessed pocket are a neat, efficient and 
* ‘ ‘ ‘ ‘ 

* space saving innovation for the home, the office or the 


factory. Ideal for clothes closets, supply and storage cabinets or for room dividers. 


¥ 


Either one of the above two hanger styles and the specially designed No. 180 Rail 
will serve every thickness of door from % inch to 1% inch. Rail is hot galvanized to 
prevent rust and is available in 44-inch, 56-inch, 60-inch, 68,inch and 92-inch lengths. 
Rail is adjustable. For further detailed information send for illustrated brochure. 


Wedtornial, NANUFACTURING COMPANY iron’ 
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FOR GARAGE, BARN, 
POULTRY AND HOG HOUSE 
WINDOWS 


BUILD MORE SALES! 


Don't be fooled by inferior DISPLAY Wor? 


J Window M Is tl lool oa aa 
IndgdowW \Miaterials that LOOK YT, 
the same.’ Only the genuine ee ay = 
Spee eee Y FLOOR 
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Prominently in 
your store 


President 















Ne Keep a good supply of 
yndow 1 4 Warp’s Top Quality Plastic 

y . Window Materials on hand 
Fost hue, throughout the Fall selling 
Mo greri? : LL season. Tie in with Warp’s 
big Nationai Advertising by 
displaying Warp’s handy 
floor dispenser prominently 
in your store. Warp’s coun- 
ter dispenser M-400 is also 
available for dealers with 
limited space. 
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ALL PRICES NATIONALLY 
ADVERTISED 









subject to change 


America’s Most Popular 


“BACKED BY THE BIGGEST NATIONAL ADVERTISING IN WARP’S HISTORY” = onaren  sg 
CARRIED BY RELIABLE JOBBERS| som 0) 


Poly Fane 


2 Full- Size Windows In Each poe 
sheets, 36’ molding, an 


x 36  pleste stic en- 


se sie »s of nails in snappy $-color plas 
that sells on sight 
— Kit contains: 


72" x 36” plastic 
sheet, molding 
and nails in 
Covers a 2-color box. 
full size window 





WARP BROS., CHICAGO 51, ILLINOIS 
LARGEST PRODUCERS OF TOP QUALITY PLASTIC WINDOW MATERIALS + Established 1924 






